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twelfth in a series of 12 ads based on the signs of the xodiac ^ i 




TALENTED 



..and twelve months 

out of every year 
stations under the sign 
of MEEKER 
benefit by: 



TALENTED touch of 

"personalized selling." 

We firmly believe the individual 

station profits from the 

extra sales effort available to a short list 

of sound stations. 

With competition becoming more intense 

each salesman must know 

and have time 

to sell each station. 





the meeker company, inc. 

radio and television station representatives 



new york Chicago san francisco los angeles Philadelphia 



f THE SEARCH 
. FOR 
BElIBR-neSS 




Motion from the time of the caveman to the present is the sub- 
ject of bright new television commercials for Timkcn Roller 
Bearing Company. Friendly little stick figures show how man 
has progressed from moving things the hard way to moving 
things the easy way — on Timken roller bearings. Timkcn will 
show these commercials next on one of NBC's Project 20 scries. 
"The Innocent Years." scheduled for Nov. 21. BBDO Cleveland. 





High fashion is the keynote in American-Standard's exciting 
new approach to plumbing advertising. Each advertisement 
features the simplicity and high-fashion colors of American- 
Standard bathroom fixtures in a crisp, high-fashion presen- 
tation. Designed to stimulate interest in a "new look" for 
bathrooms, this campaign supplement* another scries showing 
\meriean-Standard fixtures in decorator-designed bathroom*. 




Vertijet, Ryan Aeronautical Conipanv's fabulous new aircraft, 
adds a new dimension to air power. Like a big hat. / vrtiji't takes 
off straight up on jet thrust, level- off into high— peed horizontal 
flight, then rever-es the procedure for a zero-speed landing. 
lUIlJO bos Angeles brings this dramatic new- to Hyan Aero- 
nautieal's military and industrial audience with two-color 
advertisements in both trade and national magazines. 

OLORED gloves are now as'long to the same color ramliyjuj 
i much a symbol of high fash- as the costume— placed manyj | 
l as white gloves were once more gloves into th 
sign of high society. 
Newton J 
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You'U stomp 
Who needs grape«^ nd 

drive the 5S Ve ^ 
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is coming 




58! De Soto 

^ immmm mm . , J 'L.J L.> think fli 
rtn- u.U color in gloves has tx>en p< 
uehtty. expensive such a sneers because "a »om- o\ 
lite gloves" lost thetr standing an feels more cay, more ex- oi 
a wear-once extravagance. hilerated when shf is dressed in Si 
The monotone look whore becoming colors from her fin- B- 

Grape stompers, igloo architect- and jungle thinner- were a 
few of the offbeat on upjlron- n-ed in a "per-onal-" -eries 
to tea-e the announcement date of the 1 De >ito. For a full 
week before the new De ^N'to's debut, thi- fun-loving eanipaipn 
appeared in new-paper- aero— the country. Then, on November 
fir-t. t!ie car with "the exciting look and feel of the future" 
went on display. Public opinion; De ;>oto's ureal in "08! 



BATTEN, BARTON, DURSTINE 



NEW YORK • ATLANTA • BOSTON • BUFFALO 



CLEVELAND - DALLAS 



OSBORN, INC 



ADVERTISING 



HOLLYWOOD . LOi ANCFLF-* 



MINNEAPOLIS • riTT«HRCH ■ « A •* rHA-*Cf*CO ■ • F A TTt f ■ TORONTO 



SPONSOR • 30 NOVEMBER 1957 



1 



30 NOVEMBER 1957 • Vol. 11, No. 48 

SPONSOR 

THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



DIGEST OF ARTICLES 

Spot radio's first $200 million year? 

27 SRA figures for nine months of 1957 show $145 million total, 30% 
above corresponding period 1956. Summer of this year biggest ever 

Rating madness — an editorial 

30 sponsor presents its point of view on ratings in an unprecedented 
two-page editorial on the misuse and over-use of tv, radio ratings 

The top 50 air media agencies 

32 On the basis of a sponsor survey, here are the agencies which lead in 
air media billings for 1957. Includes television vs. radio breakdown 

What Lysol learned about day vs. night tv 

34 The housewife audience, vertical contiguity and more commercial 
time make daytime tv the best buy for a former nighttime sponsor 

Daytime tv documents its case 

37 Study by NBC T\ shows: housewives watching daytime fare buy 
more and know more about the sponsors' products than non-viewers 

James Vicary: subliminal Svengali? 

38 How would "subliminal" time be sold? Its inventor, who would rather 
be thought of as a researcher, answers that question and many others 
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In Upcoming Issues 

The Mexican market 

U.S. companies find rich profit opportunities in establishing Mexican 
operation. Here is what the company thinking about Mexico should 
know, including role of radio and tv and difficulties of getting facts 
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You're always 'on top' with 




■ i ft 

Channel 11 

LITTLE ROCK 

KTHV has the highest antenna in the Central 
South — 1756' above average terrain! And that's 
only one of eight reasons why we do such a big 
job in Arkansas. 

The other seven: 

1. Over 2-10,000 TV Homes 

2. CBS Affiliation 

3. Channel 1 1 

4. 316,000 Watts 

5. Center-of-State Location 

6. Superb Sew Studios 

7. Know-How Management 



Ask your Branham man for the DETAILS on all 
these eight big KTHV facts! 




316,000 Watts Channel 



Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 
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SARASOTA,:; 



DOMINATE TAMPA - ST. PETERSBURG and 239 prospering communities with top-rated WTVT. Inter-urban 
Tampa-St. Petersburg, 31th in retail sales and 10th in retail sales per capita, belongs on every major-market list. 

The WKY Television System, Inc. . WKY-TV and WKY Oklahoma City • WSFA-TV Montgomery 

Represented by ihe Kaiz Agency 
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Are you taking advantage of 

AMPEX direct-to-customer service? 



AVAILABLE 
DIRECT FROM AM 



HERE IS HOW 
YOU BENEFIT: 



New application ideas, practical and 
tested 



Complete product and installation 
information 



Custom products tailored to your in- 
dividual needs 



Personal contact with Ampex Re- 
search, Engineering and Production 





VIDEOTAPE RECORDERS 

sold only direct 



MODEL 300 sold only direct 





MODEL 350 



Available only direct — Auto- 
matic programming systems, 
tape duplicators, and custom- 
engineered products. 



MODEL 601 



854 CHARTER STREET, REDWOOD CITY, CALIFORNIA 



professional 
products division 



ATLANTA, TRINITY 4-0736 DALLAS, LAKESIDE 6-7741 SAN FRANCISCO, EMERSON 9-1481 

CHICAGO, TERRACE 3-7050 LOS ANGELES, OLIVE 3-1610 WASHINGTON, D. C.» JUNIPER 5-8270 

NEW YORK, N. Y., PLAZA 3-9232 
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NEWSMAKER 

of the week 



Just n montlt after the initial Frey Report, lA\s went into 
high gear. First more: Wiring of Clarence K. Eldridge as 
consultant on public relations jor a year beginning on J 
January. Eldridge, long-time hey figure in advertising, is vice 
president of George Fry «fe Assoc., management engineers 

The newsmaker: Clarence E. Eldridge, who made man) a 
tough decision in his years as a baseball umpire with the American 
League, will he making some more in as he guides the 4 A s 

public relations strategy. He has made one decision already: that 
client-agency relations can and will he improved. 

"I wasn't hired by 4A's to conduct a rebuttal to the Frey Report," 
Eldridge told sponsor. The preliminary report on the $40,000 study 
conducted for the Association of National Advertisers by Albert W. 
Frey and Kenneth K. Davis, professors of marketing at Dartmouth's 
Amos TucL School of Rusiness 
Administration, was made puhlic 
late last month. Main admen be- 
lieve the first real reactions to it 
will be felt next spring (see 
"Frey's impact," SPONSOR 23 No- 
vember) . Whatever forms the re- 
action will take, one thing is cer- 
tain: 4A's won't be caught nap- 
ping. Nor will Eldridge. 

"The most significant thing in 
the Frey Report," said Eldridge, 
" — far more significant to me than 
the compensation findings — is the 
fairly high degree of dissatisfaction with each other on both agency 
and client sides. 

"This is the situation we intend to explore and try to correct. 
It's a subject that has interested me for years." 

As a matter of fact, Eldridge was tapped for his new assignment 
by the 4A's the day after he addressed the Grocery Manufacturers 
of America on the subject of client-agency relationships. A week 
before that Eldridge spoke on the same topic to the ANA. 

Where the 4A's could have found a man better fitted to the job is 
hard to imagine. Vigorous and keenly analytical, Eldridge brings to 
his task roughly 40 years of experience in advertising and market- 
ing. More important, he has been on both sides of the client-agency 
fence. With a law degree from University of Michigan, Eldridge 
deserted that profession to enter advertising at Y&R where he be- 
came vice president and chairman of the plans board. In 1939, he 
went from agency to client side of the fence, joined General Foods 
and became general manager of Post Cereal Div. and vice president 
for marketing. Eldridge isn't a man who takes kindly to retirement. 
In 1953. after retiring from General Foods, he became a consultant 
for Campbell's Soup, wound up as its executive v.p. He retired 
again, but last year joined George Fry & Associates where be serves 
clients as a consultant on marketing problems. ^ 




Clarence E. Eldridge 




WCFL 

1000 ON THE DIAL 
50,000 WATTS 



Marty Hogan — Generat Manager 
Tom Haviland — Commercial Manager 

666 LAKE SHORE DRIVE • CH1CAOO 
MOhawk 4-2400 

Burke-Stuart Co., Inc. 
60 E. 56th St. • N'ew York, X. Y. 
PLaza 1-4646 

NEW YORK • CHICAGO • DETROIT 
LOS ANGELES • SAN FRANCISCO 
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Milwaukee 

WOKY 




Boston 

WILD 



THE BARTELL GROUP 




San Diego 
kcbq" 



DOMINATING SIX MAJOR MARKETS 

At a single stroke, radio in these 
must-buys is competently accomplished. 

An exciting union of integrity, 
talent, imagination has created 
a superior radio service for the whole family. 

The fabulous Bartell success in rating 
dominance in each market is, therefore, 
only part of the story. 
Unreserved family acceptance 
has produced best buyership. 




Atlanta 

WAKE 



Phoenix 

KRUX 




Birmingham 



WYDE 




AMERICA'S FIRST RADIO FAMILY SERVING 10 MILLION BUYERS 

Sold Nationally by ADAM YOUNG, Inc. for WOKY The KATZ Ajrency 
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Most significant ti anil lailia 
news of the week with interpretation 
in depth for httsy readers 



SPONSOR-SCOPE 



30 NOVEMBER 

C*»yrl|ht 1*37 
t'ONBOR PUBLICATION* I HO. 



Conipton Soon will be doing one itf its pi -riodie audience rem*arrh miim-vk to 
determine which of the rating services it will subscribe to for the ensuing yrnr. 

Significantly, the choice of the service depends on how close it can unit eh the 
agency's fiudhtfcs. Currently. Conipton is using \1!H for local scores and Nielsen for 
national. 



The Ratings Rebellion — heretofore hoiliug at its br»t on Madison Avenue 

this week moved 1) to the grass roots, and 2) into court. 

Specifically, WLEA, Ifornell. N.Y.. is suing A. C. Nielsen in the New York State 
Supreme Court for $50,000, charging that the NCSii:2 listening survey is "false, misleading 
and damaging to its husiness." 

Named as a co-defendant in the union is WWHG, also in Hornell. 

The complaint includes these highlights: 

• WLEA questions whether Nielsen actually surveyed that station's market in 
Decemher 1956. 

• WLEA likewise questions WWIIG's use of the NCSif2 data to claim in a news- 
paper ad that it had almost 100T more audience than WLEA. 

• Circulation of the NCSii2 figures allegedly damaged WLE.Vs business and 
reputation. 

WLEA president Charles D. Henderson sa\s his legal action seeks to hreak the 
hold that rating systems are having on the business and les«eu their material damage to 
stations as well as radio and tv performers. 

(For further elaboration of Henderson's stand, see WRAP-CP. page 55.1 



Rating trouble also was brewing this week on another local front — the peri- 
odic check on the audience division among local radio stations. 

Hooper seemed determined not to include in these reports broadcasters who artificial- 
ly inflate their audienees by giveawav gimmicks during rating weeks. 

Stations in such cities as Omaha. Memphis. San Antonio, and San Francisco alreadv 
have been excluded. 

One of the more popular gimmicks that ha* met a stern taboo from Hooper: Offering 
a reward to listeners who — when answering their phones — intone the station's 
slo gan or call letters instead of savins: hello. 

Quoting Hooper's Bruce McEwen: "Bv eliminating some of these stations from our 
reports we lose their business, but we have a responsibility to our agency sub- 
scribers. " 

Gillette will be blasting away this January with its new cough remedy. Thore- 
xin. Air media plans call for tv spots in about 60 major markets, participation in net- 
work radio, and use of some of the Toni tv shows (via North. Chicago). 

Network radio this week maintained its steady sales pace. High points: 

ABN: Sterlin2. 10 5-minute a week: Kitchen Art Foods, three segments a week. 

CBS: An additional 15 segments from Grove, making 35 a week altogether: Sterling 
Drugs f Conipton). five T^-minute unit* for five weeks. 

MBS: Campaign from Colgate which starts January 1: Pharmaceutical returns to 
radio with two 15-minute programs a week of Gabriel Heatter. 

NBC: Royal Desserts division of Standard Brands (Bates L 10 one-minute and 10 
30-second participations a week; Sterling Drug (for Fizerin). seven one-minute and five 
30-second participations a week. 
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SPONSOR-SCOPE continued 



NBC TV Spot Sales' main target in adding the 30-second announcement to its 
supermarket of station breaks: It wants to interest the 75-100 network advertisers who use 
that type of film commercial for cross-plug purposes. 

Actually, these 30-second quickies will run but 26 seconds audio (that's to allow for sta- 
tion break announcements) . 

CBS TV spot selling division meanwhile told SPONSOR-SCOPE that it hasn't been 
selling 30-seconders actively but would accept them. 

Cost sidelight: The price of NBC's 30-second spot is more than the combined 
separate rates for a 20-second plus a 10-second spot. That's because the 30-seconder 
covers the entire chainbreak. 



Adam Young, speaking as a rep intimately acquainted with the record and aim of the 
independent station, this week cautioned against the tendency to equate the average 
music and news station with teenage listening. 

Young's definition of a good independent station is one that appeals to and is 
selling the all-family concept of programing — and not any particular segment of 
listener. 

In Young's opinion, that is the objective of the great majority of independent stations. 



NBC Radio was making promotional capital this week out of NRI's latest 
findings of unduplicated homes reached per week by the network's top advertisers. 

The focus of the tub-thumping is the increases in homes between Nielsen's August 
and September reports. 

NBC grants that the increases in unduplicated homes are due to such factors as sea- 
sonal difference and better station clearance, as well as higher ratings; but it says that never- 
theless these comparisons show an impressive situation: 

WK.'S TOTAL HOMES: 
ADVERTISER WK.'S TOTAL HOMES: AUGUST SEPTEMBER 

Brown & Williamson 8,629,000 9,988,000 

Bristol-Myers 6,627,000 7,797,000 

General Mills 5,194,000 5,633,000 

Time Magazine 5,113,000 7,850,000 

Equitable Life 4,869,000 7,146,000 



Will January start the open season for raiding among the tv networks? 

Some Madison Avenue executives this week posed that query after approaching one of 
the networks about details on two evening periods that have become available. 
They got this message from salesman: 

"We've got our eyes on a couple of shows on another network and want to find 
out first whether thev'll move." 



In his capacity as consultant to the Four A's, Clarence Eldredge faces the job of 
making sense out of a problem that's as complex as the Frey findings. 
The other problem: 

A redefining of the meaning of "advertising agency", due to the fact that it's in 
a wholly revolutionized business. The agency — broadly speaking — no longer is just in 
advertising but in the field of marketing as well. 

This expansion has produced another significant turn in the agency's wheel: Media 
communications billings have become but one part of the agency's income. In some agencies, 
charges and fees for public relations, market planning, and sales counsel have come 
to account for a third to a half of capitalized income. 

(For details and further implications of the Eldredge appointment, see Newsmaker of 
the Week, page 7.) 
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SPONSOR-SCOPE continued 



Because t lie cigarette tirld provider the .iir medui with our of its bigge.-t bundle* 
of dollars, these projection of sales for 19.17 culled by Sl'ONSOK-SCOPF. from au- 
tlioritative source* — lire worth bearing in luiud: 

1) Total sales for the year will run between 415-120 billion, an increase of 6-7% 
over 1 956. 

2) The breakdown of types will run around: fdter brands, 41/(1 regulars, 39%'; 
king-sized, 20%. (It's the firxt yrnr that tin* filters have moved ahead of the 
regulars.) 

3) The estimated sale* amounts of tin* filters: Winston, 40 billion; Viceroy, 27 
billion; L&M, 24 billion; Marlboro, 23 billion; Kent, 12 billion; Salem, 11 billion; Hit 
Parade, 5 billion: Oasis, 2.5 billion: Newport, 1 billion. 

Wateh for cigarette marketers to focus their attention on drugstores at* out- 
lets for carton sales. 

In 1956 this source did but 10% of the business. 

The marketing men's thinking: People would be more apt to buy by the carton from 
their druggist if he were given a hand in developing the hahit. 



Marketers forecast that Detroit will have no choice hut to intensify its ad- 
>ertising pressure next spring. 

Here's why: Resistance to 1958 model prices is huihling up and dealers are 
complaining to the home office. 

Marketing observers bave been passing this advice on to their Detroit clients: A good 
way to be sure of a 6-million sales Year for 1958 would be a flat 10% reduction across 
the board. 

Similar suggestions bave been directed to manufacturers with full-line electric appli- 
ances. (Detroit may be slow to accept, though; a strike next year automatically would 
cut supply.) 

Is the total rating more important to the advertiser than solving tin* problem 
of reaching the right people? Here are some more figures to chew on: 

In its continuing study of what program types appeal most to the various age groups 
among housewives, NBC TV this week culled three sample ratings from recent reports 
and analyzed their feminine composition. 



PROGRAM TYPE 


NATIONAL RATING 


16-34 


35-49 


50 & OVER 


Big money quiz 


28.2 r r 


15.77' 


24.47 


40.3% 


Situation comedy 


18.6% 


19.7% 


19.27 


15.77 


Personality musical 


21.5% 


23.7% 


26.67 


19.7% 



Another major life insurance company is headed towurd network tv. 
The new prospect: New York Life, via Conipton. 

Finding an approach that will fit in effectively with the New York Life image will 
be the first step. 

Behind the trend to more advertising by savings hanks in key cities is this 
odd marketing problem: 

• While other businesses are free to decentralize to suburban shopping centers, savings 
hanks are shackled hy legislation to designated areas. 

• Banks can't shift where the traffic or population is going without approval of state 
hanking commissions — a very cumbersome procedure at best. 

• Their only offensive is to hit hard through advertising on public convenience 
and service themes — two approaches that go over best with today's consumer ( excepting 
price and safety). 
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SPONSOR-SCOPE continued . . . 



Mutual's new owners apparently think they're in the sales groove now: The 
network is increasing its operating time from 17 to 19 hours a day. 
It contemplates going to a 24-hour schedule next year. 

Look for network tv shows competing with early evening westerns to scram- 
ble, if possible, for periods after 9 p.m. 

The idea is to get away from time periods when horse-happy youngsters are 
prone to control the dials. 

Meantime ABC TV and NBC TV have started some rescheduling for mid-December. 

On ABC the Patrice Munsel show and the Walter Winchell File are due to swap 
spots. On NBC these changes are on tap: Saber of London (Sterling) to Sunday 6:30; 
Truth or Consequences (Sterling) to Friday 8:30; and Treasure Chest (Sterling) to 
Tuesday 7:30. 

Lorillard has become an almost certain prospect for next fall's The Diplo- 
mat series on CBS TV. 

The price for the show, starring Claire Luce, is $45,000 gross. 

The bid for the weekend radio audience is getting sharper among local stations. 

Here and there stations have put their weekday d.j.'s on six-day stints. 

In Philadelphia, for example, WPEN is scheduling two of its weekday d.j.'s. Red Ben- 
son and Jack O'Reilley, on Saturdays and Sundays as well. 

On Madison Avenue the reaction to WPEN's tactic is: "The station isn't letting 
any grass grow under its feet in meeting the pace of NBC's Monitor." 

Agency managements can't say nowadays that their timebuyers aren't going 
all-out to advance their knowledge about the business. 

The RTES Time Buying and Selling Seminar had to turn away about 50 from its 
19 November luncheon-session. Chairman Sam Cook Digges said this week that future 
turnawavs can be avoided bv making reservations in time. 



ABN dressed up its new programing story with showinanly spangles this week 
before several hundred New York admen, affiliate executives, and press people. 

Packed into the presentation (staged at the Plaza), was a fast-moving parade of the 
casts in ABN's all-live musicals, excerpts from each of the programs, and samples of 
the personality-sell for commercials. 

In telling of the network's programing philosophy and goal. ABN president Bob East- 
man described the strategy as: 

• A sharply dramatic break with network patterns of the past. 

• A bold step toward the future of network radio — aggressive, constructive. 

• In tune with the times — bright, live and lively, and suited to the modern tastes and 
pace of the on-the-go audience. 

Harold E. Fellows, NARTB president, delivered some welcoming words. They empha- 
sized the great expense of business as well as entertainment money poured into this venture. 

Keith Kiggins, Storer Broadcasting v. p., who died last week from a heart attack, 
ranks as an industry pioneer in station relations. 

In addition to initiating station compensation concepts, Kiggins was a strong rooter in 
early radio days for showcasing affiliate programs over a network. 

For other news coverage in this issue, see Newsmaker of the Week, page 7: 
Film-Scope, page 45; Spot Buys, page 50; News and Idea Wrap-Up. page 55; Washington 
Week, page 63; sponsor Hears, page 66; and Tv and Radio Newsmakers, page 72. 
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Twin highs in the Ttvin Cities . . . 




SI 






1 
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IS 



TODAY'S RADIO FOR TODAY'S SELLING 

"ODD STOR2, PRESIDENT • HOME OFFICE: OMA*HA, NEBRASKA 



WDGY Minneapolis St. Paul 

REPRESENTED BY JOHN BLAIR & CO. 

WHB Kansas City 

REPRESENTED BY JOHN BLAIR & CO. 

WTIX New Orleans 

REPRESENTED BY ADAM YOUNG INC. 

WQAM Miami 

REPRESENTED BY JOHN BLAIR & CO. 
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Memo to 

MOON 



WATCHERS 





That bright, bright star 
in San Antonio is NOT a 



satellite. It's KONO's 



. audience rating — 
higher and brighter 
, . than ever before — 
selling at a super-sonic 



rate for local and national 



advertisers who have kept 
* up with today's trend: 

1 

selling your products 
through the media that 
sells South Texas, ill 
4* Check the facts 1H 
on satellites 1 
and supersonic _^ 111 
changes with III 
your |lj 

H-R Representative JL 
or Clarke Brown Man JtltL 



Man 




SAN ANTONIO 



Radio 
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Timebuyers 
at work 



Bob Palmer, Cunningham ^ Wakh. Aew \ ork, bu\er for American 
Cyanamid, says that as advertisers spend more and more on our top 
independent stations, it becomes obvious that main of these stations 
need broader audience measurements than are currenth available. 
"It is not unusual." he adds, "for an advertiser to undertake a -urvey 
to determine who, rather than how 
much, his market is. With this 
information, it is the job of the 
media buyer to plan and buy a 
campaign that most efficiently 
reaches the various elements that 
comprise this market. The net- 
works and their affiliates offer 
data which is invaluable in match- 
ing an audience profile. Many in- 
dependent stations, however, are 
able to talk only numbers. In 
evaluating the audience of such a 

station, a buyer must, in addition to analyzing ratings, study pro- 
graming and personalities — an inadequate buying method with 
today's hectic schedules. If these stations would undertake audience 
.-tudies to determine age, sex, income and size of family, great 
strides would be made in selling spot to potential advertisers. 




Harold Kirk, Creative Director and timebuver for Mohr Associates, 
New York:, says that "few tv programs do not have double and triple- 
spotting. Some average eight spots in a half hour. Even the previ- 
ously sacred news programs are not excepted. I wouldn t he a bit 
surprised if the thousands of images, words and sounds leave a 

triple-spot mark of confusion on 
some viewers — they rise to brush 
their teeth with Starlac. add Cheer 
to their coffee and pour Vitalis 
cream on their pancakes. Doubt- 
less, over-commercialization cre- 
ates an atmosphere of hysteria 
that hurts both tv and the adver- 
tiser. It reduces audiences and it 
makes them cmestion the validity 
of all the advertising claims." 
Hal also feels that the quickie 
commercials found in double and 
triple-spotting do not provide time for many advertisers to properly 
demonstrate their products. The impact of tv is in its visual values 
and when advertisers don't use them, they're short-changing them- 
sehes. "Something should be done,"' Hal sums up, "to prevent tv 
ad\ertisers from gobbling themselves up with their own commercials." 
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the key station in 

MICHIGAN'S* 
MIGHTY MIDDLE 
MARKET 

with a 24hr. schedule and 



5000 






LIVELY WATTS 



has over twice the number of 
listeners than all other sta- 
tions combined in 

(March-April, 1957— C. E. Hooper, Inc.) 




contact Venard, 

Rintoul & McConnell. Inc. 



*17 Central Michigan 
counties with 
$1,696,356,000 
spendable income. 





by Joe Csida 




Sponsor 
I backstage 

The price of temperament 



Being engaged in the business of managing 
talent 1 am a rather firm believer in the notion 
that almost no price is too high for great talent. 
Almost, I said. Not quite. The price in money 
is one thing. The cost in anguish, despair, frus- 
tration and a duodenal ulcer is something else 
again. The New York Journal American s Jack 
O'Brian has set me off this week on this theme. 
For, as he does with fine regularity, Jack did a very perceptive and 
absorbing column last Friday, 15 November, on a fellow named 
Frank Sinatra. Jack's piece set me to thinking that network execu- 
tives, agency shot-callers and ultimately sponsors in the upper strata 
of our economy are often faced with nerve-tearing decisions on 
talent and shows. 

Jack headed his piece: "Hottest Talent Cooling Off?" and went on 
to point out that Frank's last rating was a pitiful 13.4 and that he 
was topped on NBC TV by M-Squad, and on CBS TV by Mr. Adams 
and Eve. Lee Marvin, hardly a name in Sinatra's class, stars in the 
former, and the latter is a not-too-tremendous series featuring How- 
ard Duff and Ida Lupino. Jack expressed his own high personal 
regard for Sinatra's singing ability, but went on to say: *'. . . out- 
side of Ella (Fitzgerald) Frank Sinatra ignites more excitement 
with bounce tune or ballad than anyone we've ever enjoyed. . . . 
But — we must add — only when he gives his best talents willingly, 
tastefully and cheerfully. . . . We don't understand his new tele- 
vision series in which he performs just barely beyond the point of 
a shrug." 

I'm a Sinatra fan, myself 

I belong to the same club of Sinatra admirers as Jack when it 
comes to Sinatra's talent, but I might add that my own impression 
of Frank's work on his tv shows (musical and dramatic, both) to 
date is not so much that he performs "just barely beyond the point 
of a shrug," but that he is dead tired and obviously works as though 
he is. 

When the ABC TV brass was given what seemed to be the golden 



Letters to Joe Csida are welcome 

Do you always agree ivith what Joe Csida says in Sponsor 
Backstage? Both Joe and the editors of sponsor ivill be happy 
to receive and print your comments. Address them to Joe 
Csida, c/o sponsor, 40 E. 49th, New York 17, New York. 



WILS 

^ n eWs s ^ A 



16 



SPONSOR • 30 NOVEMBER 1957 




*Pulse, January thru September represented nationally by john blair 4 company 
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Sponsor backstage continued 





'A A 

CHANNEL 12 V J£ * 

Clarksburg, W. Va. 





• A fabulous week for 2 at 

THE GREENBRIER 

White Sulphur Springs, W. Va. 

• ELECTRIC-EYE MOVIE CAMERA 

By Bell and Howell 

• POLAROID LAND CAMERA 

• 12 other wonderful prizes 

USE THIS INFORMATION TO 

help you name the symbol of Clarks- 
burg's new high-power TV station 

• Covers the virgin market of Cen- 

tral W Va. (Clarksburg— Fair- 
ni on t — Mo r ga n t o w n ) 

• Rich in coal, oil and gas 

• Untouched to date by a direct TV 

signal 

• Captive audience — 0(5(1,31 o popu- 

lation 

• Buying income $1,119,74(1,000 

• $200/hr. A A network time: $250 

national spot 

Contest open to all readers of this 
magazine. Ends January 5, 1958. 

FY2 

( 1 

MAIL YOUR ENTRY TODAY TO 

WBOY-TV 

CHANNEL 12 

Exclusive In Clarksburg, W. Va. 



INTERCONNECTED 



0 



George Clinton, Gen'l Mgr. • Rep. by Avery-Knodel 




A Member of The Friendly Group 
I suggest the following nar,._: 



Name. 



I Company_ 
I Address 
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opportunity of grabbing the great Sinatra (unquestionably one of 
the great talents and then the hottest property in show business) the 
temptation was no doubt irresistible. The trade has it, at least, that 
ABC TV thought it irresistible enough to guarantee Frank close to 
ST. 000.000 for the three )ears the deal runs. When Chesterfield and 
Bulova bought the show s, they, too, undoubtedly felt they were mak- 
ing the buy of the season. 1 wonder, however, if any of the parties 
involved gave thought to what has always seemed to me the big 
weakness with Sinatra as a commercial advertising buv. That is his 
desperate restlessness, his absolute urge to drive himself every 
single second of the hours he's awake. 

I wonder if they were aware of the deal; he had made just previ- 
ously, and some simultaneously with his ABC TV arrangement. 
Even if the amounts of money he was earning from each of these 
deals were not as staggering as they were, Sinatra w ould nevertheless 
give to the work involved in each, his very all. He's that kind of 
performer. But at a point, his tired, whipped, weary all is not very 
much. That's the all his tv bankrollers have been getting. And they 
might have known. Here's what Sinatra has done of recent days: 

He made "The Joker Is Wild," currently showing, for $120,000 
in front plus 25T of the profits. He made "Pal Joey," currently 
showing, for $150,000 in front, with an additional 30% ownership of 
the negative. He made single records and long-playing packages for 
Capitol. His current single of "All the Way" and "Chicago." both 
from "The Joker is Wild," is presently on the tradepaper best- 
seller lists. His current long-playing package "Where Are You" is 
presently on the tradepaper best seller package lists. In addition to 
all this, it must be remembered that Frank is and has always been a 
firm believer in the adage that all work and no play makes Frank 
a dull lad. He thus spends a substantial amount more time than 
the average man avoiding becoming dull. 

How patient can a sponsor be? 

All of which rather obviously adds up to the fact that, without 
some sort of control, without vast amounts of talented help and 
guidance, Sinatra as a television buy did not figure to be worth 
what he is being paid. 

I have always rather resented 1-told-you-so columnists and I 
hasten to indicate that it is much easier for me to make like a wise 
guy at this point than it was for the network executives, agency 
men and sponsors involved to make the Sinatra decision before the 
season got under way. I also hasten to point out that Sinatra has 
come up smelling like the big red American beauty on occasions in 
which more knowing experts than 1 were taking vastly dimmer views 
of his activities. He's a remarkable person as well as a proud and 
tremendously talented performer. And if enough characters like 
Jack 0 Brian and me irritate him enough with pieces like this, he 
ma\ just decide to do the best television show ever seen by the hu- 
man e\ e. I "11 la\ eight to five he'll have to take a long, for-real rest 
before be does, and then concentrate on it to the exclusion of a few 
of his other activities. Right at the moment, however. 1 under- 
stand he's planning to go off to France to do a new picture called 
'"Kings Co Forth." and when he comes back he's got another film 
with Sammy Davis, Jr.. on the drawing board. This latter to be 
produced bv his ow n company. So ma\ be ABC TV and Chesterfield 
and Bulo\a will just have to he a little patient. And ma\ be there's 
£i price that's too high to pa\. even for such a hot property. ^ 
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ONE TV STATION REACHES 1/5 OF A BIG NATION 

e 



" 1/5 
of aU 

Canadian 

drug 

sales 

are 

made 








"Within our huge coverage area 2,552,715 people spend $76,S4S,000 each year in more than l.OUU drug 
outlets. This represents 24.24 r c of all drug sales made yearly in all of Canada. Another black and white 
fact proving CHCH-TV serves the richest market in Canada." Source: Sales Management Elliott-Haynes. 

For further information call : Montreal: UN 6-9S6S, Toronto: EM 6-9236, tifefr J1 MB fW gj *T\J 
Hamilton: JA 2-1101, Vancouver: TA 7461, New York City: PL 1-4S4S. 7fimHlmH m I W 

Chicago: MI 2-6190, San Francisco: YU 6-6769 CHANNEL J J CANADA 



WMAR-TV 
DELIVERS 

MILLIONS MORE 

IN BALTIMORE'S 

3-STATION 

MARKET 




WMAR-TV 
measured 
coverage 



during one week 
7 A.M. to midnight 
WMAR-TV reached 

30,981,400* 

Quarter-Hour Homes 




*Nielsen Report; October, 1957. 
Aggregate of WMAR-TV 
"Total Quarter-Hour Homes"; 
7 AM to midnight, Sunday 
through Saturday. 




SUNPAPERS TELEVISION, BALTIMORE, MD. 

TELEVISION AFFILIATE OF THE 
COLUMBIA BROADCASTING SYSTEM 

Represented by THE KATZ AGENCY, Inc. 

New York, Detroit, St. Louis, San Francisco, 
Chicago, Atlanta, Dallas, Los Angeles 



News and views for women in 
advertising and wives of admen 



Women's week 



Women's World: Jean Higginson Harden, a former Powers model, 
as well as writer, has been appointed director of women's affairs for 
WVET-TV. Rochester, N. Y. In her new job, she also made her tv 
debut on 19 November on a twice-weekly half hour daytime show 
called Women s W odd in which she interviews personalities in inter- 
national news, art. literature, music. 

Mrs. Harden's words about career women: "I think they can be 
better wives, because their lives are as balanced as their husbands. 
They have their jobs and outside interests and are therefore less 
demanding upon men." 

Memo to the Boss: A survey of secretaries' pet peeves, particu- 
larly in advertising agencies, provides the following tips for bosses: 

1. Don't be patronizing. This goes for the female executive espe- 
cially. Most secretaries bristle when their boss addresses them as 
"cutie." "sweetie," "honey," or "darling," although they'll admit 
that their resentment is far less if their boss happens to be a man. 
It's better to play it safe and stick to '"Marge" or "Miss Smith," or 
whatever your secretarj's name happens to be. 

2. Don't forget to introduce visitors to your secretary. On this 
score, women bosses rated somewhat better than men. 

3. Don't send your secretary on personal errands. Few bosses, 
male and female alike, seem able to resist this temptation. Yet it is 
a discourtesy; moreover, it is unfair to your secretary, since her 
job is to get the office work done, not to assist in your private life. 

Children's tv shows: "Women should play a stronger role in the 
production of children's tv shows," Frazier Thomas of WGN-TV, 
Chicago, told a November gathering of the Chicago chapter of 
AWRT. 

He advised women broadcasters to remember that today's six- 
year-old has little in common with his counterpart of 20 years ago. 
"Never talk down to children either in your show or your commer- 
cials.'' he warned. "On the other hand, bear in mind that compli- 
cated tricks and gimmicks are not as effective in reaching the super- 
market 'pushcart' set as commercial simplicity." 

Ways to drive bosses mad without really trying: An unusual 
survey was recently completed by Grey Advertising v.p. and account 
supervisor R. I. "Rib"' Rrownold: "Phrases used by admen to avoid 
doing a job either today or, if possible, indefinitely." 

Rrownold came up with 47 such phrases, including these choice 
ones : 

1. You can't teach an old dog new tricks. 

2. Let's hold it in abeyance. 

3. Put it in memo form. 

4. Let's make a market research test first. 

5. Top management would never go for it. 
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IN INLAND CALIFORNIA <and western nevadai 



"BEELINE,— 



\ 






This group of mountain-ringed radio 
stations, purchased as a unit, delivers 
more radio homes than any combi- 
nation of competitive stations . . . at 
by jar the lowest cost per thousand. 
(Nielsen & SR&D) 

They serve this amazingly rich in- 
land market which contains 4 of the 
top 5 counties in farm income in Cali- 
fornia, the nation's leading farm state 
— and has an effective buying income 
of almost $4.3 billion dollars. (Sales 
Management's 1957 Copyrighted 
Survey) 



({AcCJLodbcJUAj 



Sacramento, California 
Paul H. Raymer Co., 
National Representative 




O RENO 
KFBK ° SACRAMENTO 

M \ 
KBEE ° MODESTO 

I \ 

KMJ © FRESNO. 

\ \ 

KERN ° BAKER3FIEID 
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MAN 



IS A 





ESSO 
SEALTEST 
TAYSTEE BREAD 
BUDWEISER 
CARTER PRODUCTS 
PROCTOR & GAMBLE 



Leading national sponsors are finding consistent, im- 
pressive sales power from this man's top rated series. 
For a full report, contact 



OFFICIAL FILMS, Inc. **r^ 



25 West 45th Street. New York, N. Y. 



REPRESENTATIVES: Atlanta • Beverly Hilts » Chicago • Dallas • Minneapolis • San Francisco • St. Louis 




DOC LEMON — 6 to noon 




ART ROBERTS - noon to 6 



Double wham my! 



New, stronger programming, personalities 
always the best buy in this market! 



Wcue 



The ELLIOT STATIONS 

great independents • good neighbors 



'J 



TIM EU-iOT Pr«*id«nt 



Akron. Ohio - WCUE J WICE - Providence. R. I. 
National Representatives The John E. Pearson Co. 




49th ant 
Madisot 



Form section 

It was most disappointing to note that 
WKOA was not included in the farm 
radio stations listed in your 2 Novem- 
ber report since farm programing is 
basic at WKOA. We are quite proud 
of our farm director, Bob McGaughey, 
whose farm programs are heard Mon- 
day through Saturday, and are sold 
out most of the time. 

Another interesting point in our 
farm coverage schedule is a daily re- 
mote broadcast from the local Farm 
Bureau in which Christian Countv 
farm agents and home demonstrators 
report news from their angles. 

Don Ritter, manager, 
WKOA, Hopkinsville, Ay. 



Bob Parker, our farm director, and I 
have just looked over sponsor's farm 
edition. You are surely to be compli- 
mented most highly. 

We feel it's the most workmanlike 
job published to date in the trade pa- 
per field. 

Haydn R. Evans, gen. manager 
WBAY, W BAY -TV. 
Green Bay, Wise. 



I hope that there were not too many 
stations like ourselves who were not 
listed in your cross-section of Farm 
TV Stations. 

Five times a week we direct a full 
hour to Mr. and Mrs. Wisconsin 
Fanner. We are very proud of the 
Wisconsin Farm Hour and hope vou 
will include a report on it in vour next 
Farm Issue. 

Richard Kepler, operations mgr. 
WISC-TV. Madison. Wise. 



1 was tremendously impressed with the 

2 November issue and the complete 
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joli j on had done on the farm market. 

I think. we have an minsiial story 
in that \se have lnrncd in the last 
three \eais to |>ured>red Yorkshire 
hogs. W e're about to the point where 
we will sell breeding stock as well as 
market stock. 

In view of this rather unusual farm 
operation I think we at least ought to 
he listed as being a "Farm Radio Sta- 
tion" on page 6B of that issue. 

R. T. Mason, gen. manager 
ll'MRX. Marion, Ohio 



Wrong turn 

I notice that you refer to The Alcoa 
Theatre and The Goodyear Tin niter as 
A Turn of Fate. I would imagine you 
have done this because our show does 
have a sub-title of '"A Turn of Fate," 
but I thought I would write to you 
and ask that you refer to our joint 
program as The sllcoa Theatre and 
The Goodyear Theatre. 

To he quite honest, we are tr\ ing 
to promote our principal title and not 
the sub-title, for many reason*. 

T. M. Hunt, advertising mgr. 
Aluminum Co. of America, 
Pittsburgh 

• Sorry for iho mi»UM« of the title. We'll cor- 
rect In the next T\ Italics out 21 December. 



The Walter Winchell item 

A typographical error in a recent 
Walter Winchell column lias been 
causing confusion around the 
country. The column quotes 
SPONSOR as saying more than 
67% of ad dollars go to radio 
with tv getting ST. Actually the 
SPONSOR item quoted by the 
Winchell column was a descrip- 
tion of air media expenditures 
in Mexico, sponsor regrets any 
confusion caused by the item and 
asked Mr. Winchell to correct 
it — which he has done. 



i 



\ 



KVOO dominates Oklahoma's 
No. 1 market — a billion-dollar 
market area with Tulsa right at 
its center. What's more, this 
dominant "Voice of Oklahoma" 
reaches beyond state boundaries 
to bring you bonus coverage in 
Kansas, Missouri and Arkansas. 
Get your full share; get the No. 1 
market — all of it; get on KVOO 




The only station covering all of Oklahoma's No. 1 Market 

Broadcast Center • 37th Cr Peoria 

GUSTAV BRANDBORG 
Vice Pres. Cr Gen. Mgr. 

Represented by EDWARD PETRY & CO. 



HAROLD C. STUART 
President 




1 170 KC • 50,000 WATTS • CLEAR CHANNEL • NBC 
'The Voice of Oklahoma" 
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Setting the pace 



Champion Standard Bred pacers inherit characteristics that make them winners, 
and so do the stations of the WKY Television System. The same leadership 
that made great stations in Oklahoma City has now created equally outstanding 
stations in Montgomery and Tampa - St. Petersburg. 

You set the pace by advertising on WKY Television System stations — 
each decisively dominant in the market it serves. 



THE WKY TELEVISION SYSTEM, INC. 



WTVT WKY and WKY-TV 

Tampa-St. Petersburg Oklahoma City 



Represented by the Katz Agency 




pioneering 
color TV 



WSFA-TV 

Montgomery 




t 
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DOMINATION IN DEPTH 



The first study of loeal television ever made by the 
highly respeeted ALFRED POLITZ RESEARCH 
CO. reveals that almost everyone watehes movies on 
television. 



88% of the 11,420,000 New Yorkers over age 11 watch 
movies on television, and 15% of these viewers feel 
that movies are as enjoyable, or more enjoyable than 
other TV programs. 



Which movie programs do viewers watch? 

Politz studied the five leading television movie programs in New York and found that over a four week period. 




MILLION DOLLAR MOVIE 
REACHES MORE DIFFERENT 



PEOPLE THAN ANY 
OTHER MOVIE PROGRAM 




Million Dollar Movie 


7,757,000 


Movie Program A 


5,589,000 


Movie Program B 


4,630,000 


Movie Program C 


3,681,000 


Movie Program D 


3,218,000 



Which movie program has the best movies? 

% of all Movie Viewers in 4-weeks 




Politz also studied the scheduling of TV movies in 
order to determine if viewers find these programs con- 
venient to wateh. Million Dollar Movie topped the other 
movie programs with 82.5% of all vicicers reporting 
that if there is a particular movie they want to see they 
find it convenient to watch on Million Dollar Movie. 



A breakdown of movie viewers by categories such as 
income level, age level, residence, reveals that over a 
4-week period Million Dollar Movie reaches more people 
in every single category than any other television movie 
program! This is truly domination in Depth. 



You can get the full details of the Politz Study from WOR-TV's 
l.ooklet: "N.Y. TV's 10 MILLION MOVIE VIEWERS" 



For your copy write: William P. Dix 
WOR-TV, 1440 Broadway, N.Y. 18.N.Y 



RKO 



A Division of 

RKO Trleradio Pictures, Inc. 



WOR-TV. ,9 



New York 
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f SPONSOR 

30 NOVEMBER 1937 




S103.479.0O0 SI 44. 462.000 



SPOT RADIO'S 

FIRST $200 
MILLION YEAR? 



For the first nine months of this year, time sales are al- 
ready 30% ahove the eorre>|)on<lin«i period last year. 
There is also evidence that 1957*s last quarter will top 1956 



^^pot radio.- record-breaking pare 
ma; send time sales bursting through 
the $2()0 million harrier this \ear. 

For the first nine month? of 1937. 
it has just been announced, the figure 
is already §115 million, a jump of 
about 30 r 7 above the corresponding 
period last year. 

There is already plenty of evidence 
that 1957"s last quarter will heat that 
of 1956. This is no minor accomplish- 
ment in itself since the October-Decem- 
ber period last \ear was a humdinger, 
finishing well ahead of the previous 
•quarter?. A sampling of station repre- 



sentathes reported to -pon-or the; 
were ahead ?o far as of this week. 

The nine-month tall v for tin- \ear 
come? from the station Representatives 
Association, which ha* been collecting 
data on time -ales from reps Itahu- 
lated on a confidential basis by the ac- 
counting firm of Price Waterlmuse & 
Co. i for three }ear-. The 1957 nine- 
month figure comes to > I 14.462,000, 
while the similar period for 1956 was 
SI 03.4 79.0(H). 

If the last quarter of this \ear is no 
better than last, 1957 will end up with 
a banner $191 million, compared with 
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Prospects for 1958 are good, though the 
past pace of growth is already slowing down. 
Nighttime? Not much evidence of a boom 



S150 million for 1956. 

If the 30 f ( increase shown thus far 
can be applied to the full 12 months, 
1957 w ill end up with a king-size $195 
million. 

The late-t tabulation puts the final 
nail in the summer hiatus coffin, for 
the figures indicate that the July-Sep- 
tember period this year may turn out 
to be the best quarter in spot radio's 
history thus far. 

The qualification ''1110)" must be in- 
serted since earlier figures for this 
year are preliminary and subject to re- 
vision. Thus, though subtracting the 
six-month figure of $95.4 million from 



the nine-month figure indicates time 
sales through the summer quarter of 
over $49 million, it is possible that 
later revisions may raise the first quar- 
ter total of $48.8 million to a higher 
level. And the third quarter figures 
may also be revised. 

Whatever the final figures, however, 
there is no question that the summer 
of 1957 was the best ever for spot ra- 
dio. It is without question well above 
the 1956 summer quarter, which was 
less than $34 million and, which, in 
turn, was about 25T higher than the 
1955 hot weather season. 

As for 1958 prospects, that's in the 



cnstal ball stage right now. However, 
the picture should jell almost any day 
since decisions on many major cam- 
paigns which expire at the end of the 
year are imminent. While the reps are 
not exactly worried, there is a tense- 
ness in the air since so much is riding 
on these campaigns. In addition, the 
stream of new business, which has 
flowed in at such a steady rate during 
the past two years, is beginning to 
slow down. 

This latter development is probably 
ine\itable — at least for a time. The 
rate of spot radio's fabulous rise obvi- 
ously could not continue indefinitely. 
Most of spot radio's big users in years 
back have returned to the medium 
(P&G is a striking exception) and a 
healthy number of spot radio virgins 
have joined the parade. While the 
potential is far from exhausted, future 
advances are expected to be made only 
under cover of heavy promotional bar- 



Why Whitman joined the spot rad 




Sampler i> Whitman'^ most famous brand 
name. Firm went into radio- though -pot 
tv was alsci successful after tests in five 
cities. The current Christmas campaign will 
be run o\er 120 stations in 63 areas. 



Old-line candy firm put 
practically its entire 
air budget into spot 
radio after testing proved 
it could pay off in 
sales. Pre-holiday 
flights, dealer tags are 
basic to its strategy 



today's advertiser is less of a gam- 
bler than ever. 

The stakes are higher and the re- 
search boys have more knowhow to 
get the necessary answers. Thus spot 
radio's zoom is more than a matter of 
a large number of clients just happen- 
ing to decide by chance that the me- 
dium might work for them. Spot ra- 
dio has been proved effective. 

Case in point: Stephen F. Whitman 
& Co., Inc., of Philadelphia, an old- 
line manufacturer of chocolate candy, 
whose most famous brand name, the 
Sampler, has been around the greater 
part of this century. 

With one minor exception, Whit- 
man's entire broadcast budget is now 
in spot radio, via N. W. Aver. Whit- 
man moved to Ayer about three years 
ago. In mid-1955, at the outset of the 
client's fiscal year (beginning 1 July), 
air advertising was introduced into its 
plans. The major portion of its bud- 
get was put into spot tv. Ayer bought 
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rages. The big -urge i- over. Fortu- 
nately for tin.' medium, the | >;i -t few 
yarn have turned its selling legions 
into a hard-fisted striking force. 

Though spot radio lias leveled off, 
its present eminence is that of a moun- 
tain peak rather than a high plateau. 
It is hard to believe until the actual 
figures are reviewed that the nadir of 
spot radio's fortunes was reached only 
a short time ago. This was during the 
1951-55 \cars when an annual le\el of 
onlv $120 million was reached. As one 
rep said about the spotty concern 
among his colleague.-: "The) re com- 
plaining about things being quiet be- 
cause their business is only up. sav, 
10',' instead of the 50, 60* and 70% 
they've been used to recently.*' 

Key agency people forecast a prom- 
ising 1951! for .-pot radio. It was clear 
in discussions with these admen that 
its status is that of a medium that has 
found itself. \\ bile spot radio lias a 



lle\ibilitv in Use that goes hcvond j n-t 
the choice of station- and time of dav, 
it- sable a- a leinindei medium of 
roek-botloui eeoiioim wa- highlv 
touted. 

1 hough spot'- revival -pilled over 
into nighttime, the after-dark hour- 
have not cashed in to the extent of 
davtinie. I hi- is -o de-pite the lure of 
nighttime eo-t-per-1 .000 and audience 
conipo-ition figure- which approach or 
do better than dav time. If there i- 
going to Ik* am stampede into night- 
time spot radio in 1958, there i- no 
sign of it yet. It i- geuerallv felt that 
increased use of nighttime will be in 
conjunction with vertical saturation 
plans, where an advertiser spread- his 
message throughout the dav and night 
to catch a variety of consumers in hi- 
net. 

1 here is no sign that the lece—ioij 
is having any impact vet on -pot ra- 
dio, either in terms of driving adver- 



ti-M- to the medium bei ail-e of its 
indisputable eeoiiomv or diiving ad- 
\eiii-cr- awiiv bei au-e of cut- in ad- 
veiti-iu'.' budgets. 

\etiiall\, if the reees-ion rem.iius 
a- mild a- it ha- been mi far, p.u kngc 
product manufacturers' mav not feel it 
at all since there is no evidence thev 
have felt anvthing up to thi* time. 

It is interesting to note that spot's 
onlv real dip in its continued upward 
i limb came in the wake of the 191^-51 
lece-siim. Before the low - hillings pla- 
teau in 1951-55. spot radio dollars 
had been steadily inerea-ing. How- 
ever, there were other rea-on- for 
spot's bad years (the minor i- that tv 
was one of them I and. ino-t -i-jnifi- 
eaut. total adverti-ing continued up 
during that last economic turndown. 

fodav, with -pot radio's standing 
enhanced, it i- well fortified a^aiii't 
economic '"adjustment-. " whether thev 
be rolling, inventorv or technical. ^ 
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I.D. s and 20-second announcements in 
a reminder campaign designed to show 
results as soon as possible. The cam- 
paign started off in 45 major markets. 

Checking results after the Christmas 
of 1955, Whitman found a 10% better 
sell-through in the 45 tv cities than in 
the non-tv cities. Encouraged. Whit- 
man threw more money into spot tv, 
increase its lineup during the first half 
of 1956 to 61 major markets covering 
80% of tv homes and 70% of U. S. 
population. 

Despite this success. Whitman de- 
cided to test spot radio. (Following 
Ayer's advice, the client sets aside a 
certain portion of its budget each year 
to try out new media approaches.) 

There were two important reasons 
for testing spot radio, according to 
Whitman's vice president for market- 
ing and planning, Julian T. Barksdale: 
"Frankly, and number one, we had to 
find a way to hedge against the in- 
creased cost of tv. And. second, we 



wanted to know just how productive 
radio was." 

In the fall of 1956. Whitman tried 
spot radio in three cities (Phoenix, 
Dayton and Mobile) where it had run 
tv, using the same amount of money. 
While national candy sales averaged 
an increase for the last six months of 
1956 of 8.6%. the figures for the test 
cities were: Phoenix, up 12%: Mo- 
bile, up 11.5%: Dayton, up 17%. 
(The Phoenix figure rose to 23.2% 
during the next six months.) The test 
was even more successful than these 
figures indicate, Barksdale pointed out. 
since tv would have cost Whitman 
more to get the same coverage it had 
(because of rising tv rates). Tests 
were also run in JXew York, where 
sales increased appreciably for the first 
time in several years, and Philadel- 
phia, where Whitman has its only re- 
tail store and where the sales increase 
in its candy department beat that of 
previous years. 

That did it. Whitman not only 
moved into spot radio for the current 
fiscal year but increased its ad budget. 
The schedule consists, Barksdale re- 
vealed, of a series of pre-holiday 



flight- beginning several week* prior 
to Christmas. Valentine's Day, Ea-ter 
and Mother's Day. Minutes are bought. 
For the Christmas drive, Aver has 
bought or will buy about 120 stations 
in 63 market areas. 

"We are continuing to test in the 
broadca-t area," Barksdale said. '"We 
are testing mixes: spot radio with tv 
and radio mixes of minutes, 30-sec- 
ond-, 20-seconds and 10-second* in 
various combinations and frequen- 
cie-. v 

Among the harvest of Whitman- 
propensity for testing was proof of 
the effectiveness of dealer tags. These 
were tested by Whitman during the 
1956-57 season. 

"In combination with our radio 
spots,'" Barksdale said, "they proved to 
be a natural and where we tried it we 
had wonderful results. This fiscal year 
we re broadening the tag concept and 
we've created commercials which al- 
low for the addition of dealer tag* on 
a local basis. This is a quality of 
radio which we think is important — 
its market flexibility and. for u=. its 
almost neighborhood flexibility ."' ^ 



SPONSOR • 30 NOVEMBER 1957 



29 



RATING 



MADNESS 

One day (soon, we hope) broadcast historians 
will look on the rating madness of the mid-1950s 
a* one of the odde>t chapters in the development 
of a dynamic industry. 

Even the men who apparently have most to gain 
from a deification of the rating — the rating serv- 
ice; dislike it. Talk with sueh sound and sea- 
soned practitioners as Dr. Syd Roslow (Pulse), 
Jim Seder (ARH), or Art Nielsen (Nielsen) and 
you will quickly observe that they have one thing 
in common — an honest conviction that the exces- 
sive hold that rating- thinking has on buyer and 
seller alike, sometimes to the exclusion of all other 
considerations, is decidedly unhealthy. 

It may come as a surprise that broadcasters are 
nearly unanimous in their disapproval of rating 
worship. During August through November we 
discussed this subjeet with more than 100 station 
managers from coast to eoast. We have yet to find 
one that stoutly defended the present emphasis on 
ratings. Certainly, if the ratings are to their 
advantage they use them. But even the rating 
lcader= feel the mercurial uncertainty of relying 
on ratings. Stations in Ohio, Washington. Iowa, 
and Texas told how they had led in one rating 
and were completely swamped by a competitor the 
next. The "have nots" (and some of the "haves") 
vehemently protested the many excesses and abuses 



on the local scene resulting from rating worship. 

any stated that whether they liked the system or 
not they were forced to go along. How could they 
hope to share in the increasing flood of national 
spot dollars unless they played the rating game? 

Do buyers like rating worship? Among thought- 
ful timebuyers, account executives, and ad mana- 
gers you will discover a deep disturbance (in some 
eases resentment) over the dominance of the rating 
factor in the buying deeision. Some buyers buck 
the system actively and aggressively. If they're 
strong enough diey have sometimes succeeded in 
deemphasizing the importance of ratings (and 
emphasizing other considerations sueh as audience 
composition, audienee-loyalty, facilities, manage- 
ment, eoverage, competitive-brand faetors) as the 
media-buying poliey of their entire agencies. 

On the network level rating worship has reached 
peak absurdity. Program ratings grip top execu- 
tives at networks, agencies, advertisers, and pro- 
ducing firms in a nightmarish existence. This sea- 
son program styles are set, shows are axed, net- 
work structures are revised, and eountless men in 
the $20,000 and over braeket are fired and hired 
strictly on the basis of the rating. And as the pat- 
tern hardens the tempo of impatienee to see the 
rating and the "let's not take a chanee" ehorus 
aeeelerates. 

If rating worship is a phase that nobody enjoys 
(and most everybody abhors) who is at fault? 
\Xliy is the system perpetuated? 
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Like mi} evolutionary proee*>.-, the unhealthy 
reliance on ratings developed over a period of 
time. Hut is was gi\en (piite a slime when several 
large advertisers, notably Procter & Gainlilc, 
adopted formula having and eo-l-per-lhousand in 
order to standardize their huge dollar investment.* 
in the tv and radio media. Tin* gave broadcasters 
(especially the have-nots) a competitive opportu- 
nity — and the rating game -tailed in earnest. To- 
day it has reached such proportion.- that many 
within the industry who have no love for the sys- 
tem are even educating the general public to a 
fondness for ratings. They do this by an ever-in- 
creasing flow of publicity on the comparative rat- 
ing points of competitive programs. Why tv pro- 
ducers and networks indulge in this form of maso- 
chism has long puzzled us. Perhaps it cannot be 
explained; maybe it is simply a phase of rating 
madness. 

Set as the pattern is, and bleak as the immediate 
future looks, there is some prospect of a return to 
rating normalcv. Every trend must run its course, 
and rating madness cannot last forever. Here are 
some straws: 

1. Hroadeasters are in a mood to do something 
about it. As vet thev have no course of ac- 
tion — hut the climate was never better for 
constructive action. 

2. National representatives, an increasingly im- 
portant voice in station councils, are think- 
ing constructively about the problem. They 



have stiereedi'il in w inning over -oiur agen- 
cies, Inner-, and -talion-. In -onie ca-c- 
they arc working haiid-in-hand with experi- 
enced buyers to educate agencies and clients 
to a more rounded ha-i- of -election, 
.'i. Hating service- are attempting to minimize 
some of the ahn-e-. Pnl-e, for example, i- 
lnixing up it- rating week- -o that broad- 
casters cannot concentrate their promotional 
fire; AKH has technique- for keeping rating 
weeks secret, including dummy -et- of 
diaries. 

4. Key client- like P&C are being encouraged 
by forces within the iudii-lry (including 1 1 ■ i — 
publication) to adju-t to new media-buying 
concepts that will include other important 
criteria besides ratings. 

5. Two of the network- are working hard to 

control the flow of rating- data to tin 1 pre--. 

How seriously advertising men are disturbed 
over the rating frankeiistein i- expre~~ed In Max 
Ulc, marketing \ ice pre-ident of Kenyon & Eck- 
hardt. He said in a recent speech. "Creativity 
is a recombination of experience^ in new and 
more meaningful forms for developing an ade- 
quate rating."" 

By -oinetime in 1958 rating madnc— should 
have run its course. If it i- allowed to continue 
unabated it i~ a sad commentary on a creative in- 
dustry that is not creative enough to lick a -v-tem 
that it doesn't want. 
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50 



TOP AIR AGENCIES 



50 



Direct from agency top management sources, here are network, spot 
and total air hillings figures for the 50 top tv/radio agencies. SPONSOR 
figures are hased on nationwide survey of more than 300 ad agencies 



I his year air billing among the top 
50 air media agencies hit a new peak: 
Combined tv/radio billings of the 50 
biggest air agencies has climbed to 
$1,222 million in 1957 compared with 
Sl.Otf! million in 1956. 

• Air billing continues to be con- 
centrated among the very biggest agen- 
cies The top 10 account for $697 mil- 
lion in air billing, while the second- 
biggest 10 billed $260 million in tv/ 
radio. 

• The top 50 tv agencies showed a 
17'7 increase in tv billings over last 
year. In terms of dollars. 1957 tv bill- 
ings, network and spot combined, were 
$1,055 million compared with $901 
million in 1956. 



• The bulk of both national radio 
and tv expenditures are billed through 
the top 50 air media agencies. This 
fact emerges from a comparison of 
McCann-Erickson s 1957 television and 
radio projections with the billings of 
the top 50 agencies: National tv ex- 
penditures are estimated at $1,015 for 
the entire industry. The top 50 air 
media agencies accounted for more 
than that $1,055 million in 1957. 
The toj) 50 air agencies account not 
only for nearly all the national tele- 
\ision business, but apparently for 
some local business in tv as well. 

• 1 he top 50 air media agencies 
also account for better than 55 T of 
all national radio spending in 1957, 



McCantl, No. One air media agency for first time, also reflected biggest leap in tv- 
radio billings over 1956 with $.30 million rise. Creative team at agency responsible for 
tvradio programing includes (1. to r.) : George Haight, v.p. and manager, tv-radio program 
service division; Mary Harris, dir. of program services; Lance Lindquist, v.p. and assoc. 
dir.. tv radio program services division: Bill Wylie, assoc. dir., tvradio program services 




with $167 million in network and spot 
radio billing combined against the 
projected 1957 national figure of $295 
million. 

• On the whole, a slightly greater 
percentage of the total billing of the 
top 50 air media agencies went into tv 
and radio (combined) in 1957 than 
the year previous. The average for the 
top 50 in air media in percentages in 
1957 was 44^ compared with 42% in 
1956. 

But the biggest increases, in terms 
of dollars and percentages both, were 
registered by the top 10 agencies in 
the country'. The 1957 top 10 billed 
$697 million in tv-radio, while the top 
10 of 1956 billed $569 million in the 
air. This increase represents a better 
than 40^ jump in dollar volume 
among the top 10 air agencies. 

Some of this dollar volume jump be- 
comes obvious within individual top 
agencies. For example, McCann-Erick- 
son alone showed nearly a $30 million 
increase in air billings in 1957 over 
1956. the bulk of the increase attrib- 
utable to new accounts acquired and 
announced during 1956. Young & 
Rubicam, with an $18 million gain, 
reflected principally additional air ac- 
tivity on the part of established ac- 
counts. JWT, third-largest tv/radio 
agency, showed a $25 million increase 
in its 1957 dollar volume over 1956. 

• Major changes in spending pat- 
terns are reflected in the 1957 top 50 
air agency billings figures. Ted Bates, 
traditionally the largest spot tv and ra- 
dio agency, remains number One in 
spot billing as a result of its tv activ- 
itv. but a dozen or more agencies have 
pulled ahead of Bates in spot radio 
spending. 

D-F-S. in recent years the biggest 
radio agencv, is in fourth place in 
radio billings with $9.5 million, be- 
hind Y&R ($15 million). BBDO ($14 
million) and JWT and McCann with 
$12 million each. ^ 
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Top 50 agencies by total air billings with network and spot breakdown 
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83 
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12 
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4 
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71 
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6 
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3 


1 
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7 
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13 


61 
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36 


66 
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38 
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9 
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35 
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1 
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9 
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80 


05 


.">. > 


:u 


31 


1 


i.5 
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2 
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13 


Compton 


42 
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55 


70 


39.9 
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12 


10 
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32 
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14 
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15 
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18 


23 
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19 
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1 
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20 
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15 
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21 


27 
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11 


37 
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12 
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7 
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22 
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15 
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3 


22 
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28 


28 
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24 
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1 
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26 
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2 
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27 


32 
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27 


22 
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49 
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0 
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29 
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10 
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50 


50 
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0 
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30 


37 
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9.6 


7.2 


75 
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11 
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30 
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33 


29 
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83 
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0 
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34 


28 
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35 
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0 
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39 
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20 
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WHAT LYSOL LEARNED ABOUT 



A veteran nighttime sponsor, Lelin & Fink switched 
to daytime tv to: (1) reach its 60-65% housewife audi- 
ence, (2) cut costs with day tv's lower rates, vertical 
contiguity discounts, heavier commercial time allotment. 
Result: Lysol sales increased 20% in 14 months 



normally cost 80% of the hour's time. 
A sponsor who takes two 15-minute 
segments the same day, however, is 
charged at the lower, half-hour rate — 
601 of the hour — a 25£ saving on 
each dollar spent. 

How about duplicated audience 
problems? Goren told SPONSOR, 
"there's not enough duplication (he 
estimates about 15 % between T or C 
and // Could be You) to negate the 
discount benefits. It's as effective for 
us as being on separate days, but much 
cheaper." 

L&F started Lysol on T or C and 
Bride and Groom this season, but B 
and G was dropped recently in favor 
of It Could be You because of sagging 
ratings. B and G was averaging about 



any an advertiser has weighed 
the question: "Shall I stick with night- 
time tv's huge audience impact or is 
daytime a better investment?" 

This week a $30 million company 
that has tried it both ways told 
SPONSOR why it swung to daytime. 

The firm is Lehn & Fink Div., Lehn 
& Fink Products Corp., manufacturer 
of Lysol, the world's largest selling 
disinfectant. The switch to daytime 
was made by L&F last season after a 
tv history that linked the company 
products to such nighttime big-names 
as: Show of Shows, 1951-53; Ray Bol- 
der Show, 1954-55; and / Love Lucy 
reruns, 1955-56. 

Lysol's sales after da) time tv: 
Up 20% in 14 months! 
\AV today has alternate-Wednesday 
sponsorship of NBC TV's Truth or 
Consequences, 11:30-12:00 noon, and 
It Could Be You, 12:30-1:00 p.m. 

What made L&F switch from promi- 
nent after-dark offerings to daylight 
shows? 

• Lysol advertising is aimed at the 
housewife and "from 11:00 a.m. to 



4:30 p.m. you can pick up a 60-65% 
female audience, as against 40 r 'r at 
night," says Emanuel Goren, L&F ad- 
vertising manager. Match this factor 
with the lower daytime rates and "you 
reach the homemaker audience at pro- 
portionately less cost," he points out. 

Cost-per-1,000 per commercial min- 
ute also has an edge in daytime. 
Three minutes of commercial are per- 
mitted for each 15-minute segment in 
daytime tv. whereas at night it's three 
minutes for a half-hour. 

L&F also takes advantage of two 
discounts in Lvsol timebm ins. 

• It uses two shows the same day 
to get vertical contiguity deductions 
offered by NBC TV. 

• It buys on a 52-week contract ba- 
sis for rate-card discount. 

Vertical contiguity: "We save 25% 
of the time costs in buying both shows 
during one day," Goren told SPONSOR. 

All three networks offer this dis- 
count. Here's how it works: 

A 15-minute segment costs 401 of 
the hourlv rate; two of them would 



See also NBC TV study of daytime impact, page 37 




bOAY VS. NIGHTTIME TV 



3.7. (.turn // Could he ) o// 

ratings are averaging 7.1. / or C i- 
avcraging 3.9 (Nielsen total audience). 

Jack (loan. Lv.-ol account executive 
at McCann-Kiick.-on state-: "1 lit* 'ac- 
ceptable level' of audience duplication 
ha- lo be decided bv the indiv idual 
advertiser according to his own need* 
and tin* ratings of the -hows involved."' 

The goal in vertical contiguitv Inn- 
ing is probablv best defined ;b: a 
combination of shows on the same dav 
offering the highest nndupliealed audi- 
ence rating, in the price bracket v ou 
can afford, reaching the audience von 
want. 

How does Lvsul .-tack up on tlu>e 
counts? 

• 7 or C and // Could he You have 



a combined nndupliealed total audi- 
ence rating of l.'5.!5. accotdiug to the 
first September Niel-eu. 

• Co-l-per- 1,000 I tinner reached per 
conunercial minute i- averaging .^5.23. 
si'ON.solt estimate-. 

• An \Jk\' marketing -urvev -how- 
that the vouttger hou-evvive-, target- 
for Lv.-ol advertising, are heavv dav- 
time tv \iewers (-ee chart I. 

\\ hat about the often-heard charge 
that houscwi\es don't realb untt it dav- 
tiiue t\, but merelv ha\e the -et- 
lurned on while thev do their hoii-e- 
w ork? 

"We don't consider tin- a problem 
peculiar to dav time t\ onh house- 
\vi\es don't alvvavs give their undivid- 
ed attention to night t\ either. " Goren 





New package «»• iuinnlnii-il v.nh a 10* 
nil iiITit mi i\. He-can li ami colortv 
viT-imi i liciiiiiiii I r>'p!a< "— olil ni^ •< !•- 1 < l « • t> > 



1 lour- 


per week liou-ewive- view 




davtime tv 




ACE 


MORNING 
HRS. PER WK 


AFTERNOON 
HRS. PER WK 


\vcrapr for al 


1 ag.s 2.2 


3.5 


under 25 


2.6 


4.5 


25-29 


2.3 


3.6 


30-3 1 


1.9 


3.5 


35-39 


1.9 


3.2 


10-U 


2.5 


3.0 


1-5- t9 


1.8 


2.9 


50-54 


1.9 


3.1 


55 and over 


2.6 


4.0 



Young housewives, tar_»Pl* fur l.\-n] commer- 
cials arc <lay \irwer-, I&F marlvPlinc -urv>*v -hows 



Promotion piece 1" ntailcr- oullining 
I lie Ly-ol tv programing i- cliei ked liy U. to 
r.) L&F ail manager Emanuel Gorrn. Jack 
Coan. Lyiol a.e. at McTann-Erii k-nn. and 
Dick v eclo\N. product manager for Lvso] 




Commercials push regular use of Lysol disinfectant during routine 
cleaning, e.g., easy wiping of baby's table with a dampened sponge 



told sponsor. In the instances where 
she doesn't actually see the commer- 
cial, however, the homemaker still 
hears it. Therefore, we have written 
the audio copy to make our commer- 
cials effective even if the screen is un- 
watched. 

Proof that daytime tv is delivering 
viewers to the store to buy Lysol: 

• 26% of the respondents in an 
L&F survey (purchasers of Lysol com- 
prised the survey base) said tv prompt- 
ed them to buy the Lysol disinfectant. 



This was tabulated from postal card 
research L&F conducted during a 10^- 
off offer on daytime tv last year. The 
mailer (see cut) was included in Lysol 
packages "with no incentive to reply 
except our request for help," says 
Goren. 

He reported the response was "about 
2% — and on the base we used this was 
easily large enough to be considered 
representative." And it was prompt. 
Of all the returns, 80% were received 
within 90 days after the first Lysol 



Survey forms packed in Lysol cartons showed 26% of the purchasers 
were prompted to buy by tv. Returns were fast: 80% within 90 days 



Dear Lysol User. 

We are naturally interested in the reasons for your buying Lysol Brand 
Disinfectant. Will you please help us by answering these questions. 

1. Is this your first purchase of Lvsol? If so, what prompted vou to buy it? 
(/*C<U — -, y ' 

/ Tf. . . ?&a*.t*t^ 

.^f^&ti 1 ?. . ?v£bt£ . ^*^y <s^^-~- ■■ 

^^Pfi^^.^4^Pr?. . . frnJ firuZ***'. t. . 

'.kKZ/*...6&4Y-^^---^ 

2. Where did you buy this bottle of Lysol? (Check one) 
A Drug Store, . . 

B. Grocery Store. 

C. Other 

3. For what purpose do you use Lysol? 

A. House Cleaning. 

B. Cuts, bruises, scratches. 

C. Other (Please specify). 



AGE: (Check one) under 25 

POST OFFICE 

OR CITY 



34 35 or older. 



Drop this envelope in the mail box. It requires no postage. Thank you. 

LS-1— It.JS— IWOM 



packages with mailers hit the market. 

This survey also provided another 
proof of daytime tv's effectiveness with 
the younger housewife. The tv respon- 
dents had this age breakdown: under 
25, 31%; 25-34, 24.3%; 35 and over, 
23.3%. 

Tracing L&F's entrance into day- 
time tv, Goren told SPONSOR, "night- 
time network tv was becoming exor- 
bitant and we just stopped and asked 
ourselves 'is this best for us?' There's 
been a great deal of talk about over- 
emphasis on cost-per-1,000. But this 
factor, plus audience composition — 
and I mean in age and income level 
areas as well as the male-female break 
— are the prime considerations for us. 
We think we learned a lot by trying 
both nighttime and daytime tv — com- 
parison proved day is best for Lysol." 

New product image: Tv has carried 
a new marketing philosophy for Lysol. 
"We have gone from a heavy, ethical, 
germ-killing story to a lighter ap- 
proach stressing regular use of Lysol 
as a household cleansing agent." says 
Goren. 

The disinfectant, introduced to the 
U. S. in 1891, was first advertised in 
consumer publications soon after 
World War I. During the next three 
decades, Lysol advertising and promo- 
tion concentrated on disinfection of the 
sickroom and on feminine hygiene. 

Basis for the new approach came in 
1952. At that time a Lysol formula 
change permitted removal of the "poi- 
son" label and marketing of the prod- 
uct in food stores. Lysol previously 
was sold in drug outlets. 

"Lysol had taken a place in the 
housewife's mind as an effective prod- 
uct, but something to be used only for 
real disinfecting problems — illness in 
the home, as an example," Goren told 
SPONSOR. "Now we are selling the fact 
that Lysol should be used at all times 
as a regular preventative, as a part of 
all cleaning. Surveys show that Lysol 
is in over half the U. S. homes; we 
just have to get it used regularly in- 
stead of stocked on the shelf for emer- 
gencies." 

sponsor estimates L&F spends 55% 
of its advertising budget in tv, all of 
it to tell this household use story. The 
remaining 45% is spent in the print 
media, most of it in women's general 
interest and "romance" magazines. 
Several Negro newspapers also are 
used. Print carries both the household 
{Please turn to page 68) 
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DAYTIME DOCUMENTS ITS CASE 



KttVetiveiH'ss snrvrv l»v iNIU! TV r«*\ nils flay ucwci's art' 

(1) absorbing tin* sponsor's pilch., (2) buying product 



H onsew ives waLching daytime tv 
(1) Imv moif, (2) know more about 
and (3) lia\e a higher degree of 
[(reference for the sponsors' products 
than non-viewers. 

These are the big findings in a 
850,000 NBC TV daytime television 
stndv which is now making the rounds 
in preliminary form. 

Kight "vardsticks" were used to 
check dav tv's sales c fleet iv en ess : 
brand familiarity, brand awareness, 
brand knowledge, interests arousal, 
slogan identification, brand preference, 
brand last bought, and purchase. 

The two-wave survey was done for 
NBC TV by Advertcst Research, Inc., 
New Brunswick, X. J., in 11 cities: 
\'e\v York. Baltimore, Youngstown. 
Louisville. Atlanta, Chicago. Des 
Moines. San \ntonio. Seattle, San 
franci-co and Salt Lake City. 



A total of 2,2 IK hon-ewives com- 
prised the panel. 1 hey were inter- 
viewed twice; fir-t in September 1956, 
again I I week* later. All of NBC TV's 
sponsored, non-participating da) time 
shows were covered. 

For each program, panel members 
were grouped according to their ex- 
posure at the time both interviews were 
completed. These were the groupings: 

Non-\ iewers panel members who 
had not viewed the program at all in 
the period between interviews; 

Viewer.* Panel members who bad 
viewed the program in the week pre- 
ceding the second interview and who 
usualh watch it three or more times 
per week. 

The two interviews show up any 
changes in attitude toward the prod- 
uct in both groups. The change- among 
non-viewers reflect the effect of influ- 



ciiirs oilier than the duv time program. 
Change.- in attitude among the viewer- 
relied the t iled of these other influ- 
ences plus the impact of dav time tv. 

Net effect of the day tv advertising 
over and ulnar the-e other influence- 
is determined for each "yardstick" by 
the difjcrciirr l>etween viewers' and 
non-viewer-' -eeond -urvey levels. This 
difference i- li-ted a- "viewers' advan- 
tage"' in the chart below. 

Lull significance of the report, called 
'•effectiveness of NBC Daytime Televi- 
sion." i- vet to come. It will be known 
when -nrvev finding- on the over-all 
impact of dav time tv advertising — be- 
vond the individual re-ults exposed in 
the preliminary report i- released bv 
the network. This will be within the 
next several week-, arcording to Dr. 
Thomas K. Coffin, director of NBC- 
Badio Tv BV-earrh Department. ^ 



Daytime tv was measured by these "yardsticks" 

Brand Last Bought "Yardstick" Brand Awareness ••Yard-lick" 

It Could be You Lysol Queen for a Day ^andran 





Interview 1* 


Interview II 


Viewers' 
Advantage 






Interview I* 


Interview II 


Viewers' 
Advantage 


\ iewer* 


15.6% 


29.6% 


+ 51% 




\ lew er- 


12.2% 


23.7 % 


+ 108% 


Matched non-viewer* 


15.6 


19.6 




.Matched non-viewer* 


12.2 


1 1.4 



Brand Preference •'Yardstick" 

Queen for a Day — Dash 


Interview 1* Interview II 


Viewers' 
Advantage 


\ iewers 16.0% 21.6% 


+64% 


Matched non-viewer- 16.0 13.2 


Brand Knowledge "Yardstic 

Modern Romances \ 0-5 


k** 


Intc^vjcw 1* Interview II 


Viewers' 
Advantage 


Viewers 11.8% 25.4% 


+42% 


Matched non-viewers 11.8 1 7.9 



•Interview I levels for each "yardstick" are matched either sUtlsOcally or physi- 
cally to equate them This provides a common Iniervlew I base befween viewers 
Rnd non-viewers for comparison against Interview TT. 



Interest Arousal "'Yardstick 




It Could be You- Good ^ea«ons 




Interview I* Interview II 


Viewers' 
Advantage 


Viewer- 43.5% 56.5% 


+ 38% 


Matched non-viewer? 43.5 41.0 


Slogan Identification "Yardstick** 


Queen for a Day — Istarlac 




Interview 1* Interview II 


Viewers' 
Advantage 


Viewer* 32.6% 45.1% 


+ 60% 


Matched non-viewer« 32.6 28.1 
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James Vicary: 

SUBLIMINAL SVENGALI? 



[f subliminal projection should come to tv and radio, how 
would you buy lime? How could s-p alter present com- 
mercials? Will ad impressions he sneaked across on an 
unsuspecting audience? Here's a question-answer inter- 
view r with the market researcher who started the whole idea 



TThis week the eve of an advertising 
hurricane i.s 42-year-old, bushy-browed 
Jim Vicary , a market researcher w ith 
a free-spinning mind. Since Vicary 
and several as>ociates recently applied 
for patents on a tv advertising tech- 
nique called subliminal projection (in- 
visible commercials), set up a com- 
pan\ to handle it. and released results 
of one test, the storm has been deaf- 
ening. 

• About 20 incensed Congressmen 
w rote complaints to FCC. 

• An FCC investigative '"task force" 
is reported being formed. 

• FCC Chairman John Doerfer in- 
timated the technique might have been 
used on t\ alread) . 

• Several stations, radio and tv 
have admitted testing it. 

• Code Rexiew Board of NARTB is- 
sued a six-page memo to members rec- 
ommending that "any proposals to use 
the television medium in the process 
called 'subliminal perception' be re- 
ferred to the board immediateh . . 

• Many admen and broadcasters 
raised a cry of ■'immoral and unethi- 
cal."' 

SPO.nsok went directly to the storm 
center, a four-room suite of offices on 
Fast 60th Street in New- York that 
houses James M. \ icary Market Re- 



search Co. Vicary assured SPONSOR 
he welcomed the NARTB action, will 
equallv welcome FCC control, denied 
using public tv for any tests, waved 
away allegations of immorality. The 
session with Vicary is recounted here 
in question-answer form: 

{). It has been suggested that you 
have already used tv for subliminal 
testing. Have you done so? 
A. Never on public tv. We have, 
however, tested it on closed-circuit tv. 

Q. With what results? 

A. If you mean sales results none. 

It was simply to test our equipment. 

Q. Have you patented subliminal 
projection? 

A. We have patents pending on it 
both here and abroad. 

Q. In an unspecified Xew Jersey 
movie house your Subliminal Projec- 
tion Co. tested s-p equipment to plug 
popcorn and Coca-Cola. How much 
were sales increased? 
A. Lobby sales of Coca-Cola went 
up lJLl'r. Popcorn increased 57.7^7. 

What makes you so sure s-p was 
responsible for this increase? Isn't it 
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possible some other factors sueli as 
sfnu ial type of movie or unusual audi- 
ence or an especially attractive clerk 
behind the popcorn stand influenced 
sales? 

A. Our test al the movie theater was 
concluded under no unusual condi- 
tions whatever. I lie results \se released 
eo\ered a six-week span and the regu- 
lar run of pictures. We worked quiet- 
ly behind the screen and the audience 
never had auv idea that an experi- 
ment was in profile**. \ud Jav ne 
Mansfield wasn't at the popcorn ma- 
cliiue either. Our tiuK stimulus was 
suhliiuiual projection and our onlv 
roiilt vardslirk was in -ales. 

O. lluce yon any other evidence of 
s-p working beyond the theatre test? 
A. There was a lot more to that 
theatre test than we released. As 1 
said, we reported findings onlv for 
six week.-. That was oul\ on sub- 



liminal projection of wind iue«.«. a ■>!•■,. 
We al-o tested with [>i< tn i ■--> and in 
several other wavs. We an- not vet 
iclea-iiif; those results bceaii-e that 
infoi luatioii i- being used in securing 
our patents. 

O. then, ij it does work, u hat is to 
stop nn advertiser or agency right 
note from instructing a film pnnlia er 
to drop a commercial frame into 
every three minutes of a ti shoii ? 
A. Nothing reallv. Thev could he 
doing it. lint we are developing a de- 
tection device which we will share 
with whatever authority get- jurisdic- 
tion over --p. 

O. // hen you say "detection de- 
vice,' u luil do you mean ? Isn't it 
possible to just monitor a tv show on 
film, then run the film through a pro- 
jector in slow motion to detect a 
su b I im in u I st ide ? 



\. M.l\ he pow-ihle, I don t know. 
W In n I said "detection d<-\ i< c," I 
mean that we an- developing othei 
• - > ] 1 1 i | > i ■ i < - 1 1 1 and I won't < n — it pub- 
lieh. We'll discu-s it onlv with -in h 
authorities ji- finallv ale \e-ted with 
I espiii|silii| it v of detec lion. 

(J. Won't the FCC hate jurisdic- 
tion oi er it? 

\. \s of now. |(,(. isn't -nn- 
the\'ve jiot juri-di'tioii. Meanwhile, 
\ MM It T\ (.ode Iteview lioard has 
fortuiiateK s[f|ipi- ( | jnto authoritv. 

O. And you welcome the ^ f III li 
action? 

A. Xaturalh. It's to our own inter- 
< -t a- well a- the public's that .mm-, 
one polite this thing. 

O. A oil' that a company has been 
set up and you're taking out patents, 
I {'lease turn to [mge 70 I 



Subliminal threesome: Directors of the new Subliminal Projection- (.o. < I. lo r. I . James \[. \ n-jn. market rc-cari ti- 
er who invented s-p process; Franci* Thaver, president, and liene Bra*, developer of I In- -uhliminal projecinr. 1 ln-v liavr 
patenls pending here and abroad, hope lo bring iliis new firm of commercial to television and radio via licen-cd firms 




Mark this market 

on your list! 



CENTRAL AND SOUTHERN ALABAMA is big. It's rich. It's 
important to you because it is the home of more 
than 1,000.000 people — one-third of Alabama's 
population and retail sales! 

You reach Central and Southern Alabama only 
through WSFA-TV. You cannot cover it with any 
other TV station or combination of stations! 

Mark Central and Southern Alabama on your list 
. . .and buy it with WSFA-TV! 



IFSFA-TV's 35 Alabama counties * 

Population 1 ,093,1| 

Retail Sales. . $ 741,637,< 

Food Store Sales $ 1 84,927,{ 

Drug Store Sales $ 21,859,( 

Effective Buying Income $1,062,690,( 

* 29- county market area as defined by Television Magazine 19i 
Data Book, plus 6 counties tvhich have proved regular reci 
lion. Does not include 3 Georgia and 3 Florida bonus countii 

Source: Sales Management Survey of Buying Power, May 193 



f 





f / 




The WKY Television System, Inc. 
WKY-TVand WKY Oklahoma City 
WTVT Tampa-St. Petersburg 

Represented by the Katz Agency 
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SPONSOR ASKS 



What are air media's biggest research needs 




Dr. Leon Arons, director of research. 
Television liureau of Advertising, New York 
One very important need is the devel- 
opment of standard audience measure- 
ments comparable from medium to me- 
dium. "Apples and oranges" needn't 
get into the act. 

A sound approach requires use of a 
common base for audience measure- 
ment— all the people and households 
in the market (not just television 
homes, listeners, and copies sold to- 
gether with a set of standardized op- 
erating definitions. 

A further step would deal with ex- 
posure to specific advertising, in con- 
trast to exposure to the medium itself 
(which represents potential exposure 
to the advertising). Here again, stand- 




A common 
base for 
audience 
measurement 



aid definitions must he developed, 
standard concepts and techniques 
which can he applied to the total mar- 
ket as a base. Solving these pro! lems 
will make possible valid intermedia 
comparisons of actual exposure to ad- 
vertising— -and we can forget ''apples 
and oranges." 

Another significant area in which 
too little has been done is "media dy- 
namics." Here much more attention 
should be paid to the imperfectly ex- 
plored problems of how a medium 
works, the personal meanings and 
values attached In the consumer to 
each medium, and the medium's effi- 
ciency as a mean- of communication. 



Here, too, is the whole area of each 
mediums relation to the "buying 
process ' for goods and services — often 
referred to as "effectiveness. ' The 
concepts used in many, possibly in 
most effectiveness studies are too lim- 
iting and represent considerable over- 
simplification. We know too little 
about the consumer buying process it- 
self and much could be done in this 
area. However, a start could be made 
by exploring the contribution made by 
each medium to apparent "stages" in 
the process: how each individual me- 
dium works in developing ""felt need"' 
for the product or service; identifying 
"felt need"' with advertiser's brand; 
reduction of "incubation'" period for 
purchase; triggering action, purchase; 
creating favorable climate for repeat 
sales; etc. Studies in this area prob- 
ably offer the greatest potential con- 
tribution to making intelligent media 
decisions. 

H. E. McDonald, research director, 
Fitzgerald Advertising, Nerv Orleans 
The answer to this, 1 believe, requires 
pulling a bedraggled old skeleton out 
of the closet. 




An industry- 
endorsed 
audience 
measurem ent 



This isn't popular in advertising 
where we like to view ourselves as 
members of an extreinoh progressive 
industry — the avant-garde of the mar- 
keting world — restless creators of new 
ideas and techniques. 



The only fallacy here is that in our 
impatient scramble for new research 
tools, we leave many jobs half-done. 

The pursuit of new research fron- 
tiers is commendable, but can we, in 
good conscience, continue to ignore 
that old grandaddy of them all — an 
evaluation oj air media rating tech- 
niques. 

The same frustrating problems con- 
tinue to plague timebuyers: 

1. Unaccountable differences in au- 
dience sizes for the same pro- 
gram in the same market as re- 
ported by competitive measure- 
ment sen ices. 

2. Measurement services aren't uni- 
formly available from market to 
market. 

3. Considerable sample-size differ- 
ences exist among competitive 
measurement services in identi- 
cal markets. 

4. Lack of continuity and frequen- 
cy in local ratings. Some mar- 
kets are measured monthly, some 
less frequently, some not at all. 

5. Lack of uniformity in (and ar- 
bitrary selection of) the areas 
covered in local surve\s. 

6. Local ratings, in many cases, are 
strictly promotional gimmicks. 
As such, clever station sales man- 
agers can take promotional steps 
to assure impressive rating 

stories. 

Some of these problems may get 
into areas apart from audience mea- 
surement techniques, per se. But the 
fact remains that all are a direct re- 
sult of a complete lack of an accept- 
able industry-endorsed uniform audi- 
ence measurement system. 

You may ask: "We'll never find a 
perfect rating technique — why kid our- 
selves?'" 

To which I have two answers: (a) 
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PICK YOUR SHOTS in 

ST. LOUIS with J 



we can't k'nl oiir>el\e- any more thai) at 
prwHt; (1)) it**' important tn distin- 
guish between finding a ''perfect" 
niellioil and reaching agreement on ;i 
uniform!* acceptable technique. 

Another question: "\\ h\ concern 
imrM'KiN udverliscrs are >lill spend- 
ing millions in air media?" 

Mv answer; Let's not confute toler- 
ance with aeeepUtnee. A day of reck- 
oning w ill come. 

A third question: ''Who would un- 
dertake a joh of evaluating a con- 
trolled stud* of andienre measurement 
techniques?" 

The networks, the X VIM 15. the T\ » 

none seem interested. 

The Advertising Research Kounda- 
lion i- the onlj logical and impartial 
gronp. I hope that their efforts in this 
direetion are not ignored. 



Melvin A. Goldberg, director oj re- 
search, 11 eslinghouse Broadcaslin!; Co. 
Today, most research is in terms of 
numbers and ratings without any de- 
tails ahout the audience we are serv- 
ing. 

For example, the present ratings sv s- 
teiib ofTer comparisons amon<; pro- 
grams and station* within limited sur- 
vey areas. Bv projecting we can de- 
termine roughly how many homes or 
people we are reaching. Hut what is 
reallv needed is a more detailed break- 



A more 
qualitative 
analysis of 
the local 
audience 



down of the numhers anil a more 
qualitative analysis of the local audi- 
ence. 

The present rating services could, 
with minor modifications, provide data 
on where the listening (in the case of 
radio) is being done, so that the ad- 
vertiser knows if the message is heard 
where the product is being used. He 
could then know if the gasoline mes- 
sage is heard in the automobile, and if 
the food product message is heard in 
the kitchen. 

For both radio and tv. the ratine 




■-en ire*, with a iimmmim additional 
cn-l, could \er\ ea»il\ -nppK moie 
detailed aiidii'iicc chaiai-leri-lic-. I he 
prc-cnl -\-lcin of -uppKiiig data in 
terms of men, women, teenager- mid 
children i- not enough. Vren't there 
basic diiTeieuee* between a man of 21 
and a man of (>(>, or between a "teen- 
age" gill of l!> and one nf I'A'f II in- 
most important that iIicm- quantitative 
data be tabulated in terms of njM". oc- 
cupation, education, Mii-io-cconomic 
status, number of people re-iding in 
the hoii-eboltl a- well a- -e\. 

These groups should then be ana- 
lyzed in terms of media habit--, the 
influences on these habits, their like-, 
dislikes and perhap* e\en their per- 
sonality cha racteri-l ics. 



To SPONSOR'S many new 
home readers . . . 

Once you read us on tlir routing list. 
iVotv you get sponsor at home- fol- 
lowing introduction of the new sub- 
scription price. H e hope you'll be in 
touch with us often now tliat you have 
a better chance to read the book in 
peace. We will welcome your sugges- 
tions — perhaps for a topic you'd like 
to see discussed by a panel of special- 
ists in the feature on these pages. 

If you've got a question to suggest 
for "sponsor Asks," address SPONSOR 
at 40 E. 49th St.. Xcw York 10. \ . )'. 



The combined knowledge would en- 
able the broadcast media to provide a 
better serv ice to the public. I>\ so do- 
ing, the advertiser would he provided 
with more efficient and effective adver- 
tising media. 

In sum. to do a better job. the radio- 
tv industry must know more than how 
many people are listening or viewing. 
We must know who. what, and where 
thev are. ^ 



77i»" only nay 
to rt'ttvh tins 
lust Country 
and ll'ntfrn 




»* I Hi 

BOLLING 
COMPANY 



\P0WER 

PEOPLE 
W 




PADUCAH, 
KENTUCKY 

m 



THE POWER OF PADUCAH! 



WEST 
KENTUCKY'S 
MOST 
POWERFUL 
STATION 



SERVING 
& 

TATES 



Represented by the JOHN E. PEARSON CO. 
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Here's the 
Christmas package 

for you ! 



You've got your holiday audiences all tied up, if you 

program these year-after-year Christmas favorites: 

star in the night. Academy Award winner as the best 

short subject of the year, brings the age-old tale of 

the Three Wise Men right up to date. 

silent night, story of the birth of a great Christmas 

song, has brought overwhelming audience response for its 

sponsors four Christmases in a row. 

a Christmas carol, Charles Dickens' beloved Christmas 

classic starring Alastair Sim as "Scrooge," has been 

called by many the holiday picture of all time! 

the emperor's nightingale, narrated by child-charmer 

Boris Karloff , is by far the most unusual and enchanting 

puppet picture ever filmed. 

Don't wait another day to reserve any or all of these 
proven Christmas attractions .Prints are always in short 
supply by 
December. 
Write, wire 
or phone. 



CI.CI.Di 



Distributors for Associated Artists! 
3J,5 Madison Ave., MUrray Hill 6-23231 
75 E. \V acker Dr., DEarborn 2-20301 
1511 Bryan St., Riverside 7-8553 1 
9110 Sunset Blvd., CRestview 6-5886 




Productions Corp. 

NEW YORK 
CHICAGO 
| DALLAS 
LOS ANGELES 



"ft Cha:lcs Dickens' w\ 
Joyous Classic! 1 

I 
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RrjiuTts anil et <iluuli'\ itfui, trend,, 
ti/uVn'ont fur film //l/wn ami ullm 



FILM-SCOPE 



30 NOVEMBER 

CfpyrliM !»S7 
SPONSOR PUBLICATIONS INC. 



When BPA recent!) run tin- promotional flag up the pole in Lhirngo, ouU 
three syudicnlnrs wen- there to dilute it. This week it was apparent that tin- lukewarm 
attitude of the film people toward the broadca-tcr- 1'roiuotiou A--n. is going to hnne some 
old exploitation problems simmering for a while. 

For their part, station men are complaining that: 

• Increasing competition among broadcasters makes promotion of programs a mu-t 
(sponsor, 16 November, page 14). The svndiratnrs will have to initiate the materi- 
als since they are most familiar with the package. 

• Syndieators frequently dangle a dazzling kit before a sale is made, but fail to deliver 
after the contract is signed. 

• The skimpy syndieator attendance at th; Hl'A get-together is proof posithe that the 
film people merely are paying lip service to promotion. 

The syndicators — who have no trade association naturally ha\e no unified reply, but 
Martin Roberts, NTA promotion director, this week told FILM -SCOPE that: 

• Ilis company, among others, has been trying to give the stations what they want, but 
that there's a communications problem. 

• To begin with, the promotion staffs of many stations are staffed so tightly that the 
promotion manager seems to have trouble answering bis mail — i.e.. questionnaires 
with self-addressed envelopes bring best results. 

• It's pretty hard to issue standard promotion for all sections of the 1. S. For 
example, when NTA launched its Champagne package, stations in the South and Sonlhwe-t 
wanted to lead off with a western; Los Angeles preferred a war picture; the Midwest 
favored a musical. 

• At both ends of the line (station and syndieator) promotion men will lime to rev 
up the interest of top management in exploitation to get the necc«*ary fund* and 
manpower. 



Are tv stations showing the first signs of uneasiness about the future sup- 
ply of film? 

More than one syndieator thinks so. Apparently stations are beginning to realize that 
the supply of pre-1948 feature films is not inexhaustible, and that the post-19 IK 
reservoir is smaller. In some competitive -pot*, this seem-: to be Speeding up the sab- 
ot' new svndicated fare. 



Herewith some new ARB ratings on first-runs: 

HARBOR COMM \ND (Ziv): Turned up first in its time slot in San Die-. (KKMH. 
Saturday 10-10:30 p.m.) with a 22. 8 rating and a 5 I. 1 audience -hare, topping W hat's It 
For (112). Mike Wallace (3.8). and Fabulous 32 (1.2). It also ranked No. I in it- time 
period in Providence (WPRO, Saturday 7-7:30) and San Franciseo I KHON. Wedne-da\ 
6:30-7) but fell behind Pat Boone— 38.9 to 22.1 in Peoria (WEEK, Thursday 8-8:30). 

BIG STORY (Official): Pulled a 4.5 over WABD, New York l Friday 9:30) while 
Sehlitz got 28.3 and Thin Man 14.9. 

DECOY (Official): Scored a 23.0 in Buffalo (WBEX, Friday 10:30) vs. Highway 
Patrol's 26.4 and O'Henry Playhouse's 4.4. 

BOOTS AND SADDLES (CPA): Outdistanced all competition in San Franci-co in 
the Monday 7:30 period (KGO) with 16.6. 
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FILM-SCOPE continued . . 



RKO Television is turning over distribution of its half-hour syndicated tv se- 
ries to Flamingo Telefilm Sales to give itself more leeway in developing network 
shows : 

In all, Flamingo gets the following five for a period of 7 to 9 years: Screen Directors 
Playhouse; Sailor of Fortune; Aggie; The Big Idea; and Animated Fairy Pales. 

RKO meantime will hang onto its feature packages (including the original 30 
l!ank of America films), a second group of 17 features, plus additional features not yet 
released for tv. 

A staunch advocate of the pilotless sales approach, RKO currently has five series on 
the fire in which it is trying to interest advertising agencies. 

Though not a publicly held corporation, TPA is announcing its financial status 
this week. It shows: 

• A profit of $894,637 after taxes for the fiscal year ending last July. 

• Working capital of $5,588,384. 

• A hefty gain in the foreign field. 

A fourth major heer sponsor has picked up Boots and Saddles — the Steg- 
niaier Brewing Co. (through McCann-Erickson) . Previous beverage buyers: Bud- 
weiser, Piel's, and Burgermeister. 

Stegmaier's markets will include Scranton-Wilkes Barre, Johnstown-Altoona, Lancastcr- 
Ilarrisburg. and Binghamton, N. Y. 

What impresses the British ahout U. S. tv? Ron Rowson, top ABC executive 
on the lookout for American films, this Aveek pointed to: 

1) Action films and variety programs. 

2) Use of imaginative, abstract sets. 

3) An intimate, easy-to-take air. 

Although Rowson figures that U. S. Avesterns eventually will shoot themselves to pieces, 
he nonetheless probably will buy a couple — Frontier and Maverick (plus M Squad). 

Two series ready for first-of-the-year inspection are bearing down heavily on 
topical realism: 

• Caribbean Adventure (MCA) is being filmed on location in the Bermuda area. 
It's based on the adAenture of two electronic scientists in a 76-ft. schooner equipped as a 
floating laboratory. 

• Attorney at Law (CBS Films) will be based on case histories resulting from 1900 
letters sent out to members by the American Bar Assn. 

FLASHES FROM THE FILM FIELD: Expansion of Hal Roach Productions. 
Inc.. will be undertaken shortly through the first sale of stock in the company. The un- 
derwriters, led by S. D. Fuller & Co. are preparing a 375,000 share offering of common 
stock at $3 a share. Roach is one of the last privately-owned Hollywood companies, dat- 
ing hack to the silent comedy days. 

A special 13-city Trendcx report gave NTA's Holiday Specials starring Shirley Tem- 
ple a 14.1 rating and a 45.2 share of audience for the Aveekend of 2-3 \ovcmber. 
Ml other competition in the time periods had a combined rating of 17.2 and a 5 f.8 audi- 
ence share. 

UA is getting ready to unload a new package of feature films . . . CNP's Boots 
and Saddles is garnering major grocery sponsors in nine top markets . . . Gross-Krasnc s 
Inc. is making arrangements to film lead-ins and commercials on authentic locations 
in East Africa in connection with their up-coming African Patrol series . . . Thomas B. 
Shiill appointed director of film operations for the Storer Broadcasting Company . . . Lee 
Kriss. formerlv Avith Products Services, named administrate assistant of Walter Gould 
Productions . . . Drex Hines, formerly ABN assistant program director, now assistant to 
Ziv gen. mgr.-v.p. Bob Friedheim. 
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LOOK WHAT'S 




TO HAPPEN 



IN "BIG D"! 



WFAA-TV 

(and growing bigger every day) 



These are just a few of the rating highlights 
which have made WFAA-TV the new and 
dominant leader in the greater Dallas- 
Fort Worth market. Today WFAA-TV 
delivers the biggest audience in its history — 
NUMBER ONE from sign-on to sign-off! 

For the most amazing rating story you 
ever saw, check your October ARB or contact 




"MAVERICK" 
National ARB 20.7 
WFAA-TV ARB 31.5 





"CHEYENNE" 

National ARB 26.3 
WFAA-TV 33.5 



"BROKEN 

ARROW" 

National ARB 19.7 
WFAA-TV ARB 27.3 




"WYATT EARP" 

National ARB 32.1 
WFAA-TV ARB 35.5 



"PAT BOONE" 
National ARB 22.1 

your PETRYM AN for full details! wfaa-tv arb 29.1 




WFAA-TV 

DALLAS • CHANNEL 8 




A television service of The Dallas Morning News 



"LAWRENCE WELK" 
National ARB 29.1 
WFAA-TV ARB 31.3 
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use 



books 

from I 

SPONSOR 
SERVICES 




T.V. RADIO DIRECTORY 
FREE 



PIN POINT 

POWER GETS 
BEST RESULTS 



K *!V * WITH ;■ n p.. .at pciw a «^iW-B»iir i > Lu,iLri 

It i' .:n,.irt \ ' r. .'.r -j<;iu. j- » w ra'.nt »>*a »*> : OUr (ttrrct* 
» I . H» tjrt Ti * of * Ri.l im.n - H.>w. r*er% -wk drfavm 
».-> .itlcvn j»r ^Ijr than jn> ;csp»Llur 'Hun'* x Kjvt 

n»Kj HM-rtii*?» is Jn) <«n-.^FUUi( Thai * »hy »»'r» aura 
1;i'-h;VmI« b*jli * e>t i'x w. . loo 

WITH 

CONFIDENCE 

■•»> Iwlw (.(xihMw • It. M - - MW i 



BUYERS' CUIDE 
$1.00 PER COPY 



JARO HESS CARTOONS 
SET OF 5 (9" X 12" PRINTS) $4.00 



Information packed "use" books that should be on every air 
executive's desk and a series of famous Jaro Hess Cartoons to dress up 
any office — yours for the asking or buying. 

Each book serves a particular function in the broadcast field. 
Standards of the industry, they supply 
varied data on TV & Radio Stations, 
on programing & markets all over America 
for agencies and advertisers. 
Others supply facts on agencies & personnel. 
All are catalogued for easy references and have 
proved to be vital tools for admen & 
broadcasters everywhere. 
Order the ones you need today. 




All-Media 
Evaluation Study 





ALL-MEDIA STUDY 
$4.00 PER COPY 



TELEVISION 



DICTIONARY/ HANDBOOK 



^jjgy FOR SPONSORS 



TV DICTIONARY 
$1.00 PER COPY 



TIME BUYERS 
OF THE U.S. 
$2.00 PER COPY 



QUANTITY PRICES ON REQUEST 



rV/RADIO BASICS 
$1.00 PER COPY 



SPONSOR SERVICES 



NO □ 
NO □ 
NO □ 
NO □ 
NO □ 
NO □ 
NO □ 

NAME 



40 E 49 STREET, NEW YORK 17, N. Y. 

Please send me the following book(s) 
TV-RADIO DIRECTORY 
JARO HESS CARTOON SETS 
BUYERS' GUIDE 



TV RADIO BASICS 
TV DICTIONARY 
ALL MEDIA STUDY 
TIME-BUYERS OF U.S. 



FREE 

at S4 00 per set 
at SI. 00 each 
at SI .00 each 
.at SI .00 each 
. at S4.00 each 
at $2.00 each 



COMPANY 

ADDRESS 

CITY 

enclosed find check 



STATE 



mil me later 



TOTAL 



Sational and regional spot buys 
in work now or recently completed 



WHAT 

IS 
YOUR 
PHOTO- 
GRAPHIC 
MAL- 
ADJUSTMENT 



■ 

■ 



1) QUALITY 

2) SERVICE 

3) PRICE 

THESE ARE THE 3 
BIG PROBLEMS 

Let us cure them for you 
as we have done for some 
of the top business firms 
and advertising agencies 




DAKALAR 
OSMO 

Photographers 

119 W. 57th St., N.Y.C. Ci. 6-3476 
PHOTOGRAPHERS FOR SPONSOR 

BAKALAR-COSMO 

119 W. 57th St., N. Y. C. 

Gentlemen: Please have your represen- 
tative □ Phone □ Drop in 



Date 



Address 



Time 



Tel. No. 



SPOT BUYS 



TV BUYS 

R. J. Reynolds Co., Winston-Salem, is preparing a campaign in 
major markets for its Winston cigarettes. The advertiser is seeking 
half-hour nighttime program? for alternate week sponsorship over 
a 26-week period. The schedule will kick-off in January. Buying 
has just begun. Huyer: Dick Driscoll. Agency: Win. Esty Co., New 
York. (Agency declined to comment.) 

Harold F. Ritchie, Inc., Clifton, N. J., is buying schedules for 
Brylcreem, its men's hair preparation. The campaign starts in mid- 
December for 52 weeks. 20-second Class A announcements are being 
sought, with frequency depending upon the market. Buying is not 
completed. Buyer: Inez Aimee. Agency: Atherton & Currier, Inc., 
New York. (Agency declined to comment.) 

Frank H. Fleer Corp., Philadelphia, is going into major markets 
to push its Double Bubble Gum. The schedule begins in January 
for eight weeks. Participations in children's shows are wanted; fre- 
quency will vary. Buying has just begun. Media director: James 
Coimell. Agency: S. E. Zubrow Co.. Philadelphia. 

Chesebrough-Pond's, Inc.. New York, is purchasing spot in major 
markets to promote its new men's hair preparation, Valcream. Late 
night minutes are being used in the January schedule, with fre- 
quency depending upon the market. Buyer: Pete Eulton. Agency: 
Compton Advertising, Inc., New York. (Agency declined comment.) 

The Nestle Co., Inc., White Plains. N. Y., is planning a campaign 
throughout the country for its Decaf coffee. The schedule starts in 
January for an indefinite period. All types of nighttime programs 
including news segments are being considered for sponsorship. Buy- 
ing has just begun. Buyer: George Walker. Agency: Dancer- 
Fitzgerald & Sample. Inc.. New York. (Agency declined comment.) 

RADIO BUYS 

P. Lorillard Co., New York, is scheduling announcements in select- 
ed top markets for its Newport cigarettes. The short-termer will 
run until the end of December. Minute e.t's are being used. Monday 
through Saturday, frequency depending upon the market. Buyer: 
Rob Kelly . Agency: Lennen & Newell, Inc., New York. (Agency 
declined to comment.) 

RADIO AND TV BUYS 

Burlington Industries, Inc.. New York, is conducting a tv radio 
campaign for its Christmas ribbon line. The schedule begins 9 
December. In radio, the advertiser is going into 27 markets, sched- 
uling minutes 9:00 to 11:00 a.m.. Monday through Saturday. In 
tv. 65 markets will carry chainbreaks. Monday through Friday, 
during primarily daytime segments. Buyer: Bob Glasser. Agency: 
Ben Sackheim. Inc., New York. 
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let fall mean falling leaves 



not falling sales ♦ ♦ . 

/' , 

USE^HE MEREDITH STATIONS 
IN THESE 4 KEY MARKETS 



Kansas City 
Syracuse 
Omaha 
Phoenix 



I 



& family: 7?uzi%e4s-> 



KANSAS CITY 
SYRACUSE 
PHOENIX 
OMAHA 



KCMO 
WHEN 
KPHO 
WOW 



KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 



The Katz Agency 
The Katz Agency 
The Katz Agency 
John Blair & Co. »< Blair-TY 



Meredith Stations Are Affiliated With Hclf 01* VflMCS illld (i'tffclK and Successful Farming Magazines 
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Capsule case histories of successful 
local and regional television campaigns 

TV RESULTS 



MEN'S CLOTHING 

SPONSOR: Valley Mills Store \GENCA : Direct 

Capsule case history: '"One spot is as good as 10 if you 
have the right station and program." commented the owner 
of Valley Mills Store, a local independent clothing shop. 
Valle) Mills Store had failed to get the expected results 
claimed by other media and decided to try television. Mills 
bought just one spot in Midday, seen Monday through Fri- 
day 12:00 noon to 1:00 p.m.. on WRGP-TY, Chattanooga. 
The products: men's trousers and shirts. '1 lie cost was only 
$40 and as a direct result of this one spot, the store sold 
S2.600 worth of merchandise — more than they sold in any 
single day prior to this announcement. I p to one week 
after the spot ran. people were still asking to see the line of 
pants and shirts displayed on Midday. Of even greater 
importance is the fact that Mills has turned their entire bud- 
get to television. "Customers came from as far away as 25 
miles, and they will continue to come." the manager said. 

WHGP-TV, Chattanooga. Tenn. \nnouncement 



SHOES 

SPONSOR: Zimmerman's Shoe Mores AGENCY: Direct 

Capsule case history: That television is an "extremely 
potent medium ' is the conclusion reached by the president 
of this company after a two-week campaign resulting in a 
complete sell-out of the advertised product. Zimmerman's 
bought five spots per week on KONO-TY, San Antonio, to 
advertise "Ivy League" ladies' and children's shoes and 
anklet socks. At the end of the two-week period, the entire 
stock of these shoes — 600 pairs— were sold out at both 
stores, as well as 95 dozen pairs of anklets. The minute 
participations ran one a day in American Bandstand. A 
pair of women's shoes and another of children's were shown 
on camera and there was a brief mention of the anklets. 
The selling price was the regular $6.98 a pair; anklets were 
at three pairs for a dollar. No other station or medium was 
used, nor were the shoes shown in window* displays. Zim- 
merman's president has substantially raised the tv budget. 

KON'O-TV. San Antonio, Texas Announcements 



PROCESSED FOOD 

SPONSOR: Mrs. CrissomV Salad- Co. \GENCY: Classman 

Advertising Agency 

Capsule case history: In no other advertising medium lias 
Mrs. M. Crissoin. owner of Mrs. Crissom's Salads Co., 
achieved such immediate and positive results as in tele- 
vision. In fact, before trying tv, she had poured $2,000 
into media other than television or radio and received no 
results either in increased sales or wider distribution. 
Switching her budget to television, she bought five one- 
minute participations in WSIX-TV's Romper Room, 9:30 
to 10:30 a.m. After a few short weeks the demand had 
forced II. G. Hill Super Markets, Nashville's largest chain — 
where Grissom had no previous distribution — to stock every- 
one of their 41 store? with the line. The total cost to Mrs. 
Grissom was $200 — one tenth the cost of her former 
campaigns. "Sorry, we're sold out." became a familiar 
phrase in most Mill stores. Other chains which were already 
carry ing the food line rang up similar increases in sales. 

WSIX-TV, Nashville, Tenn. Annou ncements- 



RESTAURANT 

SPONSOR: Gabitoni's restaurant AGENCY: Direct 

Capsule case history: Gabitoni's. a restaurant in Spring- 
field. Ohio, began its television advertising with minute an- 
nouncements after the Saturday pro football games on 
WICS-TV three \ ears ajro. The commercials offered to de- 
liver pizza pies upon order and results were satisfactory, so 
after the football season, the schedule was moved to 10:15 
Sunday night, just preceding the feature movie program, 
Command Performance. This time the response was over- 
whelming. Johnny Lynn, owner and operator of the res- 
taurant, reported the barrage of telephone orders for pizza 
pies was so incessant after each announcement that another 
telephone line had to be installed. In addition, the restau- 
rant s on-the-spot business increased many fold throughout 
the week. The cost per announcement was $45: yet the 
number of pizzas sold ranging in price from $1.39 to $2.69 
made this a worthwhile investment. Proving again the pow- 
er of tv to sell when the advertising is properly placed. 
\V I OS-TV, Springfield. 111. Announcements 
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POWER 









him SPONSOR 



Knowledge is power. And the more weight yon can 
rarrv. the closer you'll get to the inoiiev word. 

SPONSOR will give anyone a hetler knowledge of the vital 
broadcast industry as it operates today. 

Just S3. 00 a year will bring 52 power packed issues to 
agency or advertiser clients and prospect* \oii like. So 
put SPONSOR on your Christinas list because it's the 
best possible kind of a gif t \on ean send. 



Only gift subscriptions 
for advertisers or agen- 
cies are eligible. 



Just fill out ihc enclosed cou- 
pon or give us the names and 
addresses of those to whom 
you'd like SPONSOR deliv- 
ered. We'll do the rest and 
bill vou later. 



SPONSOR 

40 East 49th Street New York 17, N Y. 

Please send a year's subscription of SPONSOR in my name to the following 



Name 


Title 




Name .._ 


Title 


Company 






C mpany 




.\ Jdress 






\ IJrni 




City 


_. - State -_ 




City 




Ninif . . 


Title _ 




Dill me □ 


Payment rvl«ed □ 


Company 
AJJreis 






.Name 








AJJresi .. 




City 


State 




City 
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A pictorial review of local 
and national industry events 



PICTURE WRAP-UP 





Five years of weathercasting for Atlantic Refining is observed with a gas station 
replica cake for WBAL-TY's Al Herndon (center) at the Baltimore station. Others 
(1. to r J : Dave Jones, X. W. Ayer; Leslie 11. Peard Jr., v. p. and station manager; 
Bill Holland, Atlantic's regional manager, and Dick Borden, oil company ad director 



"Confederate" raiders took o\er City Hall in 
Huntington, W, Ya., recently as a promotion for 
WHTX-TY's civil war series, The Cray Ghost. 
Raiders were fratmen from Huntington College 





Radio KING d.j.'s receive hon- 
orary Doctors of Music degrees 
from St. Paul's Parish. New D.M.'s 
are (1. to r. I Muncey. Ballard. 
O'.Mara, Saunders. French, Chase 
and Cummings. Degrees were 
awarded by St. Paul's Jerry Jor- 
dan and John Hayes (gray gown*) 



Blood and thunder was popu- 
lar even in the real early (1928 to 
he exact) tv days. At GE's re- 
search center in Schenectady. N.Y., 
an audience grouped around the 
four known tv ^-ts, watched an 
opus titled The Queens Messenger 



Canada's fi f »t lv week awards were presented by singer 
Pat "Windsor to (1. to r.) Alex Stewart. CKRS-TY, Jon- 
quiere, Reo Thompson, CHCT-TY, Calgary, Norman Bon- 
nell, CKGN-TY, North Bay, and Bill Byles. CKMI-TV, 
Quebec City. Awards will be made yearly. (See Wrap-Up)- 




sooo w 



News and Idea 




WRAP-UP 



In wrapping up I ho highlight of thi> week, \ou get the » I i — I i 1 1 « I feel of internal 
niie*M*iinps* in I In* business. \\ liat appeared on t\ -iiccn- or rami" through 
radio speakers wa- no different; hut significant clmiigi s wne going on behind 
them. Thus: 

• Miiltimillion dollar aeeonnt shift dazzled Madison \\eiuie again. Kuppert 
6et?r went to Couipton. V.aix mm ed to I5BD0. Kiam teamed up with Mar^chalk 
and Pratt. 

• Communities hard-pressed for revenues kept llirting with taxes on jither- 
tising. In Baltimore, three stations were challenging a le\ \ that's ahead) in 
force. And in St. Loui.x, the A FA filed a protest against the measure being 
proposed there. 



• On the research front, the ratings volcano erupted station-wise when 
WLKA, llornell. brought a $50,000 suit against Nielsen. 




things happen ! 



Best Buy 

KF<?I 

KLAMATH FALLS, OREGON 

Ask. \he KAeeker Co. 



Herewith the details: 



II SO KC 



ADVERTISERS 

Staii<Iar<I-IIiiiii|)ty Dimipty. super- 
inarket chain of ACF-Wrigley, lias 
made tlie largest local participa- 
tion buy in the history of NBC's 
Tonight" from WKY-TV. Okla- 
homa City. 

The contract calls for 24 1-minnte 
participation-; weekly for 52 weeks. 

Sun Oil Co.. Philadelphia, has 
been charged by the FTC with il- 
legally fixing the price of its "Milne 
Sunoco" gasoline. 

The charge further accuses Sun Oil 
of forcing independent .-tat ion dealers 
into unlawful trade agreements which 
are unprofitahle to them. 

First buy on rad'o: Pl\ mouth Deal- 
ers As-'n of Southern California will 
sponsor Interlude with Plymouth dailv 
7-7:30. over KI'AC. L.A. 

Thomas J. Lipton will spon-or The 
CaJijornians alternate Tuesda\s on 
?sBC-T\\ starting 7 Jannan . 

New position: Burt W. Goodman. 
adNCiising manager for The England* 
er Company. 



AGENCIES 

Two New York accounts have 
switched agencies this week: Hup- 
pert Beer anil Coty. 

• Knp pert beer (budgeted at 
around $2.5 million) mines to Couip- 
ton from Warwick and Leglcr. 

• Coty, (about §1,250,000) goe- to 
UNDO from Franklin Bruck. 

Se\eral other account changes now 
in the New York w ings are expected to 
break during the next couple weeks. 

Public!.*, France's largest advertis- 
ing agency, will be the first French 
agenc\ to open a New ^ ork office. 

Its operating concept: .Not to enter 
into competition with \meriean agen- 
cies but to bring to qualified Ameri- 
can agencies European clients who 
wish to enter the \mcrican market. 

The New N ork affiliate ha- been in- 
C(.rporatcd as Public!* Corp. 

Fon Kiepenhoff. fonuerly of \\ IS.X- 
AM-T\ . Milw aukee, has formed an 
agenc\ for public relation-. ad%ertis- 
ing. broadcasting and sales promotion, 
with office- in the same citv. 




MORE 

radio homes at the 

LOWEST 

cost per home are 

DELIVERED 
by WSUN 

than any other station in the 

HEART of 
FLORIDA 

f Check Tour Si* No 2) 

WSUN RADIO 

ST. PETERSBURG - TAMPA 

Represented By VENA RD, R1NTOCL A 
McCONNELL 
Southeastern: JAMES S. AYERS 
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He consistently runs away with highest Famous Film Festival, creating impres- 
ratings in major markets, beating such sive sales power for top national spon- 
shows as Whirlybirds, Dr. Christian, 
State Trooper, Silent Service, Cochise, 
Susie, $64,000 Challenge, Father Knows 
Best, Person to Person, Studio One, 
Steve Allen, Million Dollar Movie, and 



sors. For a full report, contact 

WIT 

OFFICIAL FILMS, Inc. 

25 West 45th Street, New York. N. Y. 



REPRESENTATIVES: Atlanta • Beverly Hills • Chicago • Dallas • Minneapolis • San Francisco • St. Louis 



Agency appointments: Allen and 
Marshall Advertising, L.A. for Hall- 
mark Premium Corp., Burbank, new 
national trading stamp firm . . . Al 
Paul Lef'ton, Philadelphia, for Bene- 
ficial Management Corporation of 
Morristown . . . The Wexton Com- 
pany for corporate and radio-tv sta- 
tion advertising of Transcontinent 
Television Corporation . . . H. W. 
Kastor, Chicago, for GLO-RNZ Color 
Puff (hair coloring). Television will 
be used . . . Allenger Advertising, 
Brookline. Ma??., for D-Bread of Es- 
sex, Mass. . . . Liller, Neale & Bat- 
tle, Atlanta, for Knox Corporation 
( pre-fabricated homes), Thomson, Ga. 
. . . W. G. Goldsmith, L.A., for In- 
dependent Community Banks. Fram, 
oil filter. ($1 million) to Marschalk 
and Pratt. 

BBDO, for General Mills' Lemon 
Custard Angel Food Mix, Cream Puff 
Mix. Coconut Macaroon Mix and 
Chocolate Macaroon Mix. Net tv will 
be used . . . Maxwell Associates, 
Philadelphia, for L & L Manufactur- 
ing Co. (electric furnaces and ovens), 
I plane! , Pa. . . . Grey Advertising. 



for Block Drug's Dentu-Creme, den- 
ture cleanser. 

Weiss & Geller, for Mutual Broad- 
casting Company . . . Leo Burnett, 

Chicago, for the Cracker Jack Co. 

Edward H. Feldman, to head North 
Advertising's Beverly Hills office . . . 
David Kempkes, broadcasting de- 
partment equipment supervisor for 
Leo Burnett. Chicago . . . Armond 
Fields, research director for MacFar- 
land. Aveyard & Co.. Chicago . . . 
Doris Craig, copy chief at William 
Warren, Jackson & Delaney, N.Y. 

William T. Kanimerer, assistant 
media director for Ted Bates . . . 
Barbara Marsak, project supervisor 
for Reach. McClinton & Co. 

NETWORKS 

Matthew J. Cnllrgau. in Pittsburgh 
at a radio renaissance luncheon : 
'"Remember, if you will, that net- 
work radio was one of the first genuine 
electronic miracles of America. It was 
the undisputed master of the living 
rooms of America. Then . . . alonsi 



came its little brother, television, which 
grew and grew and grew . . . and with- 
in five years pushed radio out of the 
living room. During these vears net- 
work radio didn't really know what it 
was ... or where it was going. It 
developed a terrible inferiority com- 
plex and chronic extreme nervousness. 

"Bit b\ bit network radio learned 
that even though it had lost the battle 
of the living room ... it had during 
the same time won the battle of the 
kitchen, den, study, bedroom, plav- 
room, sunporch. terrace, garden, auto- 
mobile, beach and park." 

"Equipment will play a large part 
in the renaissance of network radio. 
Most of the excitement, and glamor, if 
you will, of electronics, is fast return- 
ing to radio. How long has it been, 
for example, since you were excited 
In the sight of a television set. Some 
time, no doubt. But here, for one ex- 
ample, is an electronic miracle which 
is restoring to America the equivalent 
of the old newspaper extra. It is the 
NBC Hot Line Control Box. A dupli- 
cate of this now sits in the control 
rooms of 188 NBC affiliates all across 
America. 

"At any time of the day or night, a 
news editor in Radio Central in New 
York need only push a button which 
will send out on the network lines a 
sub-audible 200 cycle tone. This tone 
activates a light, and a buzzer. . . . This 
alerts all our stations that a news story 
which is too important to wait for a 
regularly scheduled newscast is com- 
ing in less than two minutes." 

Over 500 advertising agency, ad- 
vertiser and affiliate executives 
turned out to hear ABN's demon- 
stration of all-live "three-dimen- 
sional radio" at New York's Hotel 
Plaza. 

The special half-hour show featured 

"lON'l GIVE 
UP THE SHIP" 

...AWPW 
DJDM7 
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the tut in* east** of program* compris- 
ing ABVs new format, and empha- 
sized maximum show maiiship with 
111111111111111 talk. 

Hal FeNo*#, XAHTH pioidc.it, 
and Hubert Eastman, AH\ presi- 
dt'iit. hosted the e\ cut. 

Ollie Trejt, ABC TV >.|>., tell* 
affiliates in Chicago tin* network: 

(1) has committed over $6(1 million 
in programing for the current season, 
and 12) has set as its goal In April 
of 19.")}} to he ''the leader in night-time 
audience in the competitive market* 
throughout the ronntn where v\c com- 
pete directh with the other two net- 
works." 

VUC's gain> in the past \ear: a 4r> 
percent increase in homes reached in 
average evening hours — an addition of 
2 million homes. 

MBS has added a children's (4- 
14) series. The Slt>ry Princess, to 
its station service group, starting 2 
Deceniher. Station? will keep revenues 
accruing from the series. 

CBS lias inducted 31 new mem- 
bers into its 20-Year Club, bring- 
ing the New York chapter's mem- 
bership to 197. 

Menihership is made up of employ- 
ees with 20 or more \ ears' service 
with CBS. 



H-R Television. Inc.. has been ap- 
pointed national reps for KTUV. 
Channel 2, the new station for the 
San -Francisco-Oakland area. 

Ward 1). Ingrim. KTYl's pres- 
ident and general sales manager, re- 
ported that the station received the 
official FCC grant last July and ex- 
perts to start operation early next 
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you ahvays hit the target 
ivhen your AIMS right 




AIMS (Association of 
Independent Metropol- 
itan Stations) offers a 
made to order list of sta- 
tions ready to deliver 
maximum audience in 
21 different cities. 



AIMS the most active group in the Broadcasting Industry 
through periodic meetings and fact loaded monthly news- 
letters from all members, can supply you with most of the 
answers to your broadcast advertising problems. When you 
buy . . . BUY AIMS the perfect station list for every 
campaign. 



You can 


expect the 


leading independent 


to be the best b 


uy on the market 


CITY 


STATION 


REPRESENTATIVE 


Baton Rouge, La. 


WIBR 


The Walker Co. 


Buffalo, N. Y. 


WBNY 


Jack Masla and Co., Inc. 
West Coast — Lee F. O'Connell Co. 


Dallas, Tex. 


KIXL 


H-R Representatives, Inc. 
Southwest — Clarke Brown Co. 


Des Moiies, Iowa 


KSO 


John E. Pearson Co. 


Evanston, III. 


WNMP 




Evansville, Ind. 


WIKY 


Johi E. Pearson Co. 


Houston t, Tex. 


KNUZ 


Forjoe & Co., Inc. 
Southern — Clarke & Brown, Co. 


Indianapolis 22, Ind. 


WXLW 


John E. Pearson Co. 


Jackson, Miss. 


WJXN 


Grant Webb & Co. 


Little Rock, Ark. 


KVLC Richard O'Connell Inc. 

Midwest — R-idio-TV Representatives Inc. 
Southern & Denver — Clarke Brown Co. 
West Coast — Tracy Moore & Associates, Inc. 


Louisville 2, Ky. 


WKYW 


Burn-Smith Co., Inc. 
Regional — Kentucky Radio Sales 


Omaha, Neb. 


KOWH 


Adam Youig, Inc. 


San Antonio, Tex. 


KITE 


Avery-Knodel, Inc. 


Seattle, Wash. 


KOL 


The Boiling Co., Inc. 


Spokane, Wash. 


KLYK 


Grant Webb & Co. 


Stockton, Cal. 


KSTN 


George P. Hollingbery Co. 


Syracuse, N. Y. 


WOLF 


The Walker Co. 


Tulsa, Okla. 


KFMJ 


Jack Masla & Co., Inc. 


West Springfield, Mass. 


WTXL 


The Walker Co. 


Wichita, Kan. 


KWBB 


George P. Hollingbery Co. 
Southern — Clarke Brown Co. 


Worcester, Mass. 


WNEB 


The Boiling Co., Inc. 
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THIS 



TRAVEL^ 
INCOGNIT 




This star-studded series has a million dollar look— actually is now at lowest 
cost per thousand. Used in unlimited combinations, Dick Powell in Star 
Performance, assumes every kind of programming role . . . and runs away 
with ratings, making him a top spot carrier. 

OFFICIAL FILMS, Inc. 

25 West 45th Street, New York, N. Y. 



IP- .. 



REPRESENTATIVES: Atlanta • Beverly Hills • Chicago • Dallas • Minneapolis • San Francisco • St. Louis 



spring. Studios will be located in both 
Oakland and San Francisco. The trans- 
mitter will be at Television Peak, on 
top of San Bruno Mt.. and will operate 
at maximum power. 

William D. Pabst, who will be gen- 
eral manager of the new station, was 
formerly v. p. and gen. mgr. of the 
Don Lee Network. 



Adam Young, president of the 
Young radio and television firms, 
lias announced plans for the im- 
mediate opening of an Atlanta of- 
fice to service the Southwestern 
area. 

Hal Parks has joined the Young 
staff to manage the new operation. 

Parks comes to Adam Young from 
WAGA-Radio, Atlanta, where he 
served for two vears as an account 
executive on the station's sales staff. 

Weed Television Corporation lias 
named Donald G. Peterson mana- 
ger of its Des Moines office. 

Peterson joins Weed from W01-TV, 
Ames. Iowa, where lie s been national 
sales manager for the past two years. 



John Blair has added James Rich- 
ards as an account executive to its 
New York staff. Richards has re- 
turned to Blair after four years as v.p. 
and western sales manager of the Don 
Lee Broadcasting System. 

RESEARCH 

WLEA, Hornell, N.Y., dropped a 
firecracker into the research field 
this week by filing a $50,000 suit 
against A. C. Nielsen. 

The station charged that the NCS 
it2 was "false and misleading and 
damaging" to its business. 

WLEA's president, Charles D. Hen- 
derson, said this legal action was taken 
because "there seemed to be no other 
course to settle, once and for all, the 
material damages bein<r done to manv 
other radio and tv stations as well as 
radio and tv artists by some so-called 
experts and ratings which are, at the 
lea-t, not properly indicative of time 
audience reactions. " 

Added Henderson: "It is conceiv- 
able that if this practice continues 
without proper safeguards, a virtual 
monopoly may be established which 



could become destructive to the broad- 
casting business." 

(See SPONSOR-SCOPE for further 
comment.) 

Ziv released to the press this week 
the summarv of a survey tending 
to show that hut 23% of viewers 
kept their attention glued to the 
set between programs. 

Say the releases: "The implica- 
tions for advertisers using break-time 
announcements are obvious. They are 
actually 'getting through' to but a 
fraction of the audience that is theo- 
retically represented by the number of 
sets in use." 

Burke Market Research, Inc., which 
did the survey on assignment from Ziv, 
conducted interviews in 1,000 homes 
in the Cincinnati market. 

The breakdown of off-set attention: 
Leave the room, 28% ; do other things, 
25% ; change channel, 10%; leave the 
house, 12% ; miscellaneous, 2%. 

The survey has been on view to agen- 
cies around New York the past few 
months. 



TvB cites these figures to prove 
the best consuming homes are the 
best viewing homes ... to the ad- 
vantage of the television adver- 
tiser: 

INCOME 

Under Over 
83,000 810,000 

Spent for food per 

week $18 $52 

View every morning 16% 35% 
View every afternoon 29% 44 °c 
View every evening 41% 86% 
Hrs. per week. 

newspapers 11 13 

Hrs. per week, 

television 29 50 



TED SAID: 

"is everybody 

HAPPY?'' 

YOU 

MOW 
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Kcsnlls from TV GUlOKV poll of 
its readers: 96.6% against any 
kind of pay Iv. 

Research, 1 nc. , tabulated 1 1 1 «- result* 
from I I, H> to hallnt return* probiddv 
the largest sampling of pa\ t\ opinion 
t.^krii to date. 

In addition to the 2J5-I vote against 
pa\ t\, the magazine report* thon- 
*auds of letter?- from readers explain- 
ing their view*. 

(Conclusion: The poll should point 
out to the FCC and (Congress that per- 
haps there are not a* main pav t\ 
enthusiast* as they may have believed. 
Certain!) the go\ erninenl will do well 
to consider the desires of the nation's 
40 million set owners. 

Research appointment: T. J. Plcs- 
ser. director of project development 
for A. J. Wood and Co. 



TV STATIONS 

WRAL AM -TV. W.MAR-TV. and 
WJZ-TV. Baltimore, are testing 
that city's Inx on advertising via 
the courts. 

Thev are asking that the tax ordi- 
nance he declared invalid. 

Kan.sas Star sold its radio-tv sta- 
tions WDAF and WDAF-TV for 
S7.600.000 to National Theatres. 
Inc.. this Meek. 

The sales followed upon an anti- 
trust decree signed bv the Star with 
the justice department. 

General Electric demonstrated its 
new live color television camera 
on the opening of GE*s VTGV- 
WKGH radio-television hroadcast- 
ing center in Schenectady. 

Features of the new camera: I 1A 
Weight i* 215 pounds — 75 pounds 
lighter than current models: (2l I)i- 



THE 6ENERAL SAID: 

"old soldiers 
never pie..." 

AND 

WE DIPN'T 




AMHIVEKSARf 
L HOV.22 



mention* of SI \ l!> \ 22 tin he- make 
it l() iuehts*. shorter, 1 iuehe» narrowei 
and ahoiil an inch lower than tin- 
oilier regnlai model*; I .'l I I'rinted cir- 
cuit* and tiau*<r*tor* eri*nre truer col- 
or* without hlnr or nuiu\ri; I li Op- 
tiial *\*tcm eliminales mam gla — 
surface-, a»*rn iug improved color 
cpialitv . 

KING-TV . Seattle, i- tl ic fir-t sta- 
tion to get ii production model instal- 
lation of an \n pev videotape recorder 
for plavh&ck pnrpo*e*. 

15) the end of I95it an additional 
electronic de.ice will he produced to 
allow the present model to record 
color t\ p-o ram*. 

i*Ve** rate protection policy : WJllK- 
IN. Detroit, i- converting immedi- 
ate]) to 12-moiith rate protection for 
all schedules, a* again*l the 6-moTith 
policv currentl) practiced in the in- 
dustrv . 

Stations \>itli promotion ideas: 

KTKK-TY. 11 oiiston. |)roniotcd 
its Maverick show with a letter-writing 
contest for bov * under 13. The bo\ * 
told why they would like to he Hous- 
ton's •Little Maverick" in letter* ad- 
dressed to Kilirik. the station** bhek 
cat mascot. 

WXAC-TV. Boston, is promoting 
it* shows h\ buviug spot announce- 
ments over radio station W'OKL. 

Anniversary: VYJS. ()uen.*horo. 
Ky.. celehrated its 10th anni\ersar\ 
this week. 

WRCA-TV. N'cv* V ork. i* sending 
its Ray Forre.*t. ho-t of Children' $ 
Theater, on a Christina* tov lift to 
South \merica. 

Ideal Toy Coni|>an\ is donating up 
to 2.000 toys which Forrest will di-- 
trihute to underprivileged children in 
Peru. Fcuador, Colombia and Pana- 
ma. Joining Forre*t will he a Junior 
Santa Claus with hi* father or mother 

to he *elected in a conte-t now in 
progre**. 

K\ OO-A.M-TV. Tulsa, dedicates it* 
new broadcast center 5 December. 

Ne%> alliliate: WOWI/IY. Florence. 
Ada., ha* joined CBS a* a non-inter- 
connected -tation. 

Keith Kiggins. 01. Storer \.p. and 
assistant to the pre-ident. died of a 



In-. nl attack on 22 Novembi'i at Miami 
Ilcai h. Vniic«i weie held 2"i \ovem- 
her. 

kiggiiis ont<-r<-il the- broadc a*ting 
iiichr-tn in F/i.'l with M!l.. 

John I'". Ilnrde*tv. R Ml y g.in., 
before the Neu ^ ork Cofi*nniec* 
I'iiiauce \*sociatitni. nryrd : Great- 
ci ri*e of radio ad\ crti-iug b\ per*oiial 
loan <■< ni i[ >.i ii for the purpose of 
"oli-elting the widespread lack of i nn- 
lnleiuc- and mieler-taiieling million- of 
potential c ii-tomer* have- in — ■ r • h 
worth) institution*." 

lie pointed out: Mthoipdi mm Ii 
lending organization* have cmjow-d 
1 1 i-nic-iichiii* gieiwth o\c-r the pa-l 2') 
vcar-. beeaii*e the\ -e-rve- a need vital 
to the- national c-coiiomv. there ne\er- 
thele** remain wi-l -cgnie-nt- of the 
public whic h n ii — t be -old on tin- fact 
that there- i* ha-iealh no difference 
between negotiating loan- with the*e 
in*tittttion* and in dealing with cither 
t) pe* of lending ane-ncie-. 

Latest in hnw-to-do-it : N.VWTH 

InoR N Mil ha* come out with a 
hancK booklet railed *". H o V ou re Going 
on TV.*" It's desi lined for tin- lav man 




JA.T** 



tbr toner nub the SALESpmtm in OkLil-*nn.i' 



WVET 

RADIO 

P0CH ESTER, N.\C 



SPONSOR • 30 .\0\ KMBER 1957 



59 




ESSO 
SEALTEST 
TAYSTEE BREAD 
BUDWEISER 
CARTER PRODUCTS 
PROCTOR & GAMBLE 



Leading national sponsors are finding consistent, im- 
pressive sales power from this man's top rated series. 
For a full report, contact 



OFFICIAL FILMS, Inc. taa&l 



25 West 45th Street, New York, N. Y. 



r 



REPRESENTATIVES: Atlanta • Beverly Hills • Chicago • Dallas • Minneapolis • San Francisco • St. Louis 




On W'BNS Radio, you don"t have 
to cut the ice to dive into the rich 
Central Ohio market. The audi- 
ence is thawed by the top Pulse 
ratings in 315 out of 360 quarter 
hours. Monday through Friday, 6 
a.m. to midnight. W'BNS Radio is 
talking to 1,707,400 folks swim- 
ming around in $3,034,624,000.00 
of spendable income. 
Ask John Blair. 

WBNS RADIO 

COLUMBUS, OHIO 



about to make his first appearance on 
a live telecast. 

They became v.p.'s: Peirce L. Ro- 
manic, v.p. in charge of sales for 
Time Merchants . . . Ilavmond W. 
Welpott, v.p. of WKY Television Sys- 
tem, Oklahoma City. 

New faces: Franklvn T, Hovore, 

assistant advertising and promotion 
manager for KRCA, L.A. . . . Jay 
Lloyd, local sales manager for televi- 
sion at KTVT. Salt Lake City . . . L. 
Walton Smith, promotion manager 
for Transcontinent Television Corpo 
ration, New York . . . James Schia 
vonc, station manager for WWJ-TV 
Detroit . . . Kenneth Curto, televi 
sion sales manager for WFIL-TV 
F'hiladelphia . . . Sherman I). Greg 
ory, to the national sales staff of the 
Radio and Television Division of Tri- 
angle Publications. 

ASSOCIATIONS 

George F. Foley, lawyer and man- 
agement consultant, speaking be- 
fore the Sales Executives Club, 
N.Y., said industry is overlooking 
public relations values of tv an- 
nouncers. 

Such personalities, seen by 100 mil- 
lion viewers a year, offer unique op- 
portunities for personal contact with 
the public, which are only beginning 
to be exploited by corporate adver- 
tisers. 

Meetings: ANA will hold a work- 
shop on advertising personnel, 3 De- 
cemer at the Hotel Ambassador, New 
York . . . KTES will holds its 3rd pro- 
duction workshop in January. The sec- 
ond in the series dealt with "Filming 
the tv commercial," held 21 November 
at Caravel Films' new studios. 

0RVILLE SAID; 

"they'll never, get, 

THAT THING OFF Ti 

cbpokd" gyp 

WEWD 
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T\ It tnnlrtl its r « I Annual Mrft- 
ing with this now line-up of nlli- 
cors And hoard inciiihers : Law- 
rence II. linger*, II. chairman of the 
hoard: Roger Clipp, secrctarv ; Ceorge 
B. Storrr, Jr., treasurer. Hoard inem- 
hers: Campbell \tnon\. linger \\ . 
Cli|>|>. Glenn Marshall. Richard \. 
Moore. Lawrence II. Rogers II, W. I), 
lingers, Jr.. A. VT. Damieubniim. Jr.. 
and favson I hill .Meredith. 

Joseph J. Weed and John Mlnir 

were elected to TvB's hoard In the sta- 
tion repre>entati\ m group of the Bu- 
reau's membership. 

Weed will serve as director for a 
two-tear period, and Blair for a one- 
vear period. 

Vppointed; Ljnn Trammell, to 

the 1957-5!! film committee of \'\B. 
meeting 5 December in W ashington. 

RADIO STATIONS 

Todd Storz is spearheading the 
first national pop music disc jock- 
ey convention and seminar. 

The place and date: M neheebach 
hotel, Kanas City, 7-9 March. 

Some of the subjects tentative!) on 
the auenda : 



Kansas is FREE 
When You Buy KMBC 
in Kansas City, Missouri 






KAN S^A 1 sS. 1 


M O 

r 


! v 


— ^Kt**/ 



BUY KMBC — 5,000 watts on 980 kc, 
to reach 2,340,560 people; $3,945,000,000 
spendable income; $2,949,000,000 retail 
sates. 

GET KFRM — 5,000 watts on 550 kc— 
for the state of Kansas FREE! It's your 
bonus market of 1,927,150 population; 
$3,115,468,810 spendable income; $2,321,- 
148,648 retail sates. 

KMBC-KFRM, the only bonus-buy 
radio stations in the Heart of the Nation. 

For choice availabilities, call 
your colonel from Peters, Grif- 
fin, Woodward, Inc. 

DON DAVIS, President 
JOHN SCHILLING. Executive Vice-President 
GEORGE HIGGINS, V.P. ond Sales Monoger 
DICK SMITH, Monoger, KMBC KFRM 

KMBC o/ Konsos City 
KFRM the Slote of Konsos 



^ Q in .fie He 



the Heart of America 
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• Will top ID piii<>iaiiniig Li»t 

• I* lodav's top 10 beamed oiih at 
I 'en-agers? 

• Mow can tlj's best £>uitle future 
trends In hitter tpuditv mn-ii V 

• Mow the di"i' jnrkev's treatment 
of a com menial contribute* to -ale- 
iiiipaet. 

( >. Wayne Kollins. President of 
Rollins Broadcasting, ha- an- 
nonni'eil the ereation of a new 
national sales department. 

Albert K. Lnnphenr will heail the 
ileparlinent a- director of sale* in 
charge of sales research. det elnprnent 
and promotion for all Rollins -talioii-. 

Other moves in Rollins' executive 
domain: Hal Walton succeeds Lan- 
phear as p.m. of W \JK. \ewark: 
Kohert A. W'eneel, heroine* p.m. id 
W I IKK. Chicago. 
Stations «ith ideas: 

High school students operated 
KGHI', Pnchlo, for a da\ and *nld 
100 spot announcements. 

I he station's general manager. 
William (». Stewart, in relating the 
e\ent didn't disclose who <;,)( i\\c coin, 
missions. 

KFO.V, I^onp Reach, (ml., helps 
the hargaiu hunter: the station's Con- 
sumer Shopper tra\els unannounced 
through the area's retail shopping cen- 
ters, relaxing to the station's audience 
throughout the dav hulletius on har- 
gain~ and special sales. 

Affiliate changes: \\ TAW , Prm i- 
deiice-Pnw tucket. It. I., affiliates with 
AB\ on 2 Decemher . . . WSPK. 
Springfield, .Mass., has dropped it- 
\BC affiliation and gone independent. 

Station changer.: WJAS and 
WJAS-F.M. XBC's new Pitt*hundi 
stations, have changed their call letters 
to WW MP and WYMP. 

Majoritv control id K\LE. F.llens- 
hurg. W ash., has passed to Hill 1 1 a r - 
pell, newscaster and announcer, lie 
is also 75' r applicant for a new \M 
station in Bellingham. Wash. 

Kartell group reports gross reve- 
nues for its stations are up 225' < 
over a vear ago. On 1 Septemher the 
group purchased W >, l)F. Birmingham, 
and WILL). Boston, which are also 
showing a profit. 

Kartell station WILD, Boston, has 
a new executive line-up: Gerald A. 
Kartell, group president, assumes 



•iiii-i.il in.iii.i^eiiii'ul willi /.inn Ar- 
thur. W illiaiu Mckilihen anil Jack 
Carnrj on the e\r< ul i \ ■ • leimi. 
New jolts: Charles ( )'I)oiinell. 
news dilertoi for \\ I |{< », Phihldel- 
phia . . . Louise /. Jorjorian, « 
promotion manager for KH'O, "s.m 

I ianci»c Louis 'IVrri, program 

diieetor foi WIIM. I- »n r«_», Mass. 

FINAN CIAL 

'fhe Kellogg (ninpniu. Katlle 
(.reek, has derlared a regular qinir- 
Icrh dividend of .'i5r* per share ami a 
v car-end dividend of |5c per shan*. 
pavahle 10 Decemher 1057. 

Dividend* on common -lot k for the 
vear 1057 now total £1.75 per share, 
compared to div ideinls of s|.50 per 
shiire for 1050. 

Mock market quotations : follow- 
ing stocks in air media and related 
fields are listed each issue with quota- 
tions for Tuesday this week and Tues- 
day the week hefore. Quotations -up. 
plieil hv Merrill I.vneli, fieri p. FYnner 
ami Beane. 
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The upland farms of Michigan are the favorite 
habitat of this gaudy, raucous immigrant from 
Asia. Gamey in the wilds, the Pheasant is a 
delightful delicacy on the table. 

Original sketch by conservationist 
Charles E. Schafer 



Put your money 

where the people are 



Here's your real target 

Seventy per cent of Michigan's 
population commanding 75 per 
cent of the state's buying power 
lives within WWJ's daytime 
primary coverage area. 



Are you reaching pheasants instead of people? WWJ 
concentrates on the big-earning, big-spending folks in 
southeastern Michigan — with sprightly personalities like 
Hugh Roberts in the morning, Bob Maxwell from fab- 
ulous Northland shopping center, Jim Wood and Jim 
DeLand from spectacular Eastland. Use WWJ all day 
. . . every day. 



1 if 1 A ff I AM and FM 

WWJ RADIO 



NBC Affiliate 



WORLD'S FIRST RADIO STATION 
Owned and operated by The Detroit News 
National Representatives: Peters, Griffin, Woodward, Inc. 
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If'liat's happening in U. S. Government 
tluit affects sponsors, agencies, station.^ 




WASHINGTON WEEK 



30 NOVEMBER 

C*pyrl|ht 1937 
SPONSOR PUBLICATIONS 1NO. 



I lir Aiut'rii'iii) IVtrnlrnrn Institute said this wrck that users of the petroleum 

radio frequencies would iurrcitvc by 800 to 1.000 within 10 years and that existing 

users would increase the size of their radio Mftffin* by fiO^ to 709r durinp the sainr 
interval. 

So the Institute wound up 1>\ pleading to the FCC that the 88-108 nir band now re- 
served for KM broadcasting In* shared by industrial services. Similarly other indus- 
trial users agreed they would need mnri« spare. 

The broadcasting industry meanwhile reared bark and said to a man that TV. AM 
and FM radio, and auxiliary broadcasting sen ires should be left undisturbed. 

Fm interests pointed to the reeent growth of that medium, to the 12 million FM 
-els now in use. to the fact that the \M bands are beroming so crowded that the only future 
expansion for radio is in FM. 

TV interests sought to block in advance any grab for TV channels 2 through C>. 
Some earlier filings, previously reported by Washington Week, had recommended shifting TV 
to UHF. 



FTC council gave up efforts to illegal-promotion-allowanco complaints against 
Coca-Cola and Pepsi-Cola stick. 

The companies were charged with paving for broadcast time for favored client* in com- 
bination with the networks. Their defense was that the deals were made by subsidiaries 
over which they had no control, and the government conceded it didn't have the evi- 
dence to refute the defences. 



Three FCC commissioners. (Dnerfer, Hyde, and Mack) returned to Washing- 
ton from a one-day New England tour thoroughly sold on UHF. 

The tour was promoted bv the Committee for Competitive Television, and it 
showcased the Putnams' Springfield UHF (W^TP. channel 2). the WWLP satellite (WRLP. 
Greenfield), and a translator at Clareniont. 

The Putnams have asked that UHF channel 72 he made available for use all 
over New England. If the FCC decides to permit it. thev will apply for a chain of satellites, 
with some translators and boosters (if the last-named also are legalized bv the FCC). 

The Committee s pitch was that UHF can do the whole job if VHF competition is 
not too stroll". The Commissioners seemed inclined to a£TTce. 



Tlie FTC has developed a tentative guide to eliminate deceptive ad claims for 
tires: after the industry has a chance to comment the agency will work toward a final docu- 
ment setting down the law. The FTC is particularly disturbed about use of terms such as 
'TOO level" which imply vague standards. 



Sen. William I'ro.vmire (D., Wis.) says he will introduce a bill to set up for 
the FCC a list of "criteria*' for making station grants in competitive cases. 

Present criteria, he says, are subject to change to fit individual cases and to respond to 
political pressures. 
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GETTING THE MOST FROM 



Will that clever use of trademark plus 
product-in-use surely fix the brand name 
in the viewer's mind? Not if the picture is 
dull, indistinct and poorly reproduced by 
obsolete film equipment. The first step to 
more "sell" in film commercials really 
must start with station facilities. It's no 
trick at all to impart "snap" and realism 
with modern RCA film room equipment. 




OUR FILM DOLLAR 



How to Get Picture Quality that 



Puts More Sell in Commercials 

But Keeps Your Operating Costs Down ! 

Here are three ways to improve film quality and reduce 
operating costs at the same time: 

a. Use a Vidicon film camera 

b. Use professional projectors 

c. Use an up-to-date multiplexer 

RCA Vidicon Film Camera operation not only gives the best picture 
quality, but transforms wastefulness (caused by inefficiency 
of outmoded equipment) to profit. 

Professional Film and Slide Projectors save operating dollars. 
Lamp costs are lower — lamps can operate until burn-out. Thirty to 
fifty hours of operation are not unusual for a normal 10-hour lamp. 
Rebate costs on lost commercials due to lamp failure are eliminated, 
thanks to the automatic lamp change feature. You get business 
protection plus the high quality these projectors impart. 

The RCA TP-15 Multiplexer, providing efficient layout of the system, 
assures lower costs through ease of maintenance and expansion. 

The RCA Vidicon Film System provides 
the standard of film reproduction by which 
all other methods and equipment are judged. 



Ask the RCA Broadcast Representative to show 
you our detailed new film manual, "Planning TV 
Film Facilities for Color and Monochrome." 





Tmk(j)® 



RADIO CORPORATION of AMERICA 

BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 



In Canada: RCA VICTOR Company Ltd., Montreal 



A round-up of trade talks, 
trends and tips for admen 



SPONSOR HEARS 



30 NOVEMBER The scramble for the $6-inillion Sun Oil account was still on this week. 

jponsorp^bucations inc. \gencies throwing Sunday pitches include Esty, SSCB, DSF, and Gray & Rogers. 

Halo — the $3-million ad item which Carl Brown recently resigned — is ex- 
pected to find a new home with Cunningham & Walsh (which also has Colgate's 
Supersuds). 

The logic of this assignment is based on the other Colgate agencies, L&N has Lustre 
Creme; Bryan Houston formerly handled Halo; and Bates already is topheavy with 
Colgate. 

Smaller agencies are getting more cagey about their total billings. The reason 
can be traced largely to the No. 1 account in the shop. 

Determined to keep his ad expenditures from the prying eyes of the competition, Mr. 
No. 1 figures that once the agency's total is out it won't be hard to figure out his 
budget — for after all, his billings are just about synonymous with the total. 

If Max Factor wants to expand its Polly Bergen show into a weekly event, it 
will have to find a half-hour other than the one it now occupies (Saturday) on 
NBC TV. 

L & M is convinced it's got a comer in Club Oasis — which alternates with the 
Bergen show — and cites the last two Trendexs as evidence. 

Factor meantime believes that it can get a better merchandising charge out of its in- 
vestment by going weekly. 

A wry bit of comment from an agency management man after listening to the re- 
actions to the Frey report on agency-client relationship: 

"Nothing in our business is so ironic as the fact that people who are supposed to be mas- 
ters in the art of communications have been so inept in selling themselves to their 
clients." 

Apparently the choice of a host has become even more important than the 
content and quality of a tv series. 

Puzzled as to why a network newcomer hasn't rated well (even though the reviews had 
been uniformly favorable) an agency hired Gallup-Robinson to do a reaction profile. 

The findings stressed this: Viewers liked the show — but not the host. 

SPONSOR HEARS took a quick poll among reps on what they would like most 
from their stations for Christinas, and the three top wishes went something like this: 

1) Some sign of appreciation for 1957 efforts. 

2) Mixed with the gripes about losing out on a piece of business, some factual am- 
munition on how the decision could have been averted. 

3) Overt appreciation of service pluses — such as promotion, programing, and re- 
search ideas. 

Query: Without reaching for the moon, what would station men like most for 
Christmas from their reps? 
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Representatives: EVER ETT- McKINNEY, Inc. 
New York, Chicago, Los Angeles, San Francisco 
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LYSOL 

{Continued from page 37) 

use and feminine hygiene campaigns 
for Lysol. 

Commercials are light: L&F uses an 
airy approach in its filmed tv com- 
mercials, produced by Caravel Films. 
Many of them open with a comic 
touch — such as father waiting impa- 
tiently for daughter to emerge from 
the bathroom, only to be beaten out 
b) son when the door opens. 

Lysol is shown in a cupboard with 



soaps and other cleaning items to proj- 
ect its image as a regular home cleans- 
ing product. 

Easy wiping with a sponge stresses 
the theme, "as you light clean. Lysol 
deep cleans. ' ; Direct voice tells that 
L\sol deep cleans, deodorizes and dis- 
infects, all in one. and "keeps your 
home fresh and sweet for seven full 
days." 

Important to the L)sol campaign is 
the line, "no bleach, no pine oil deep 
cleans the way Lysol does." 

"Many housewives have become ac- 
customed to using these products as 



disinfectants," says Goren. 

Clorox, a big-selling bleach recently 
purchased by P&G is one of these. 
Pine-Sol (sponsor, 4 May 1957, page 
30) is one of the nationally distrib- 
uted pine oils that are popular as dis- 
infectants. Lysol also faces competi- 
tion from locally distributed products 
in several markets: Breath 0' Pine in 
the New York area; Texize in the West 
and Southwest; Sani-Pine in the East 
are some of the larger ones. 

The lasting power of bleaches when 
used as disinfectants is claimed by 
L&F to be only 30 minutes, and the 
seven-day claim for Lysol is pushed 
heavily. 

On screen, bleach and pine oil bot- 
tle& are shown with large "XV 
through them. "X's" are wiped to a 
screen size view of the Lysol bottle. 

To meet the pine oil marketers on 
the same odor ground, Lysol presently 
is introducing a pine-scented version. 
In the West Coast and few Southern 
areas where this is available now. tags 
announcing the new product are cut in 
locally on the network shows. 

Live commercials also are used oc- 
casionally by L&F, particularly during 
special-offer or contest campaigns. 

In discussing the merits of live vs. 
film commercials. Goren says "I per- 
sonally prefer live because I think it 
can be more effective. ' Why? He ex- 
plains, "I think a switch from the live 
show to a filmed commercial can lose 
attention for you because of the obvi- 
ous break. 

"We use film primarily because its 
repeated usage makes it less costly 
than live. Also, in film you do have 
the security of knowing the commer- 
cial always will be given correctly and 
will be the same every time." 

Money is saved on the Lysol com- 
mercials by using one model for more 
than one role in a film. "A front view, 
then a back view in different dress with 
changed hairdo and you've got another 
person- — but still the same model at 
no extra cost," says Goren. "Or a 
hand on screen can belong to the same 
girl who earlier was shown in the 
kitchen," he adds. 

New dress for Lysol : Tv also is play- 
ing a key role in introducing Lysol's 
new package. It was featured on tv 
beginning in March with a 10^-off 
campaign. 

This is the first complete change of 
package for the product since its intro- 
duction. Added sales appeal is the 



Reach Your Sales Goal With the Two Best 



POWffi PL/tYf 



in the Detroit Area! 





CfCLW-TV 



CKUY radio 
5 °' 00 °^ 




C °"*.n«Hon in this R«9*! 



ADAM 

YOUNG, INC. 



GUARDIAN BLDG. Detroit 26, Michigan 

J E Campeao. Pres. 
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aim, as well as more eilirienl usajie of 
shelf-spare in stores. 

The t liaiij-eoN cr to .»elf-»ei \ ire in 
drug stores l*elf-serv ire dnijj Mores 
im leased 2(>' \ in number laM year, ac- 
cording to American Druggist, 25 
Fel>ruar\ 1957) plus L\.«.ul"» heaw 
|)itch for the sii|>er market trade also 
were underlying factor* in package re- 
design. 

Bottle sliape lias changed from a 
cylinder to an hour-glass design that 
fits the palm. The cap is ribbed for 
easier opening and the bottle ribbed 
to present slippage from wet hands. 

Two ""family " resemblances were 
kept to maintain product continuity. 
The colors red, yellow and brown were 
retained, but were changed in shade 
and set off with white space to as- 
sume a lighter elTcet. The famous 
L\sol signature is still used, but it has 
been modernized and made easier to 
read. 

Hie carton pictures the bottle on its 
front panel. Roth carton and bottle 
list and illustrate uses for the product, 
with complete instructions. 

I'ossible future adsertising on color 
tv was considered seriously in the 
package redesign planning, and the 
new carton and bottle both were sub- 
jected to tests before color tv cameras. 

Research testing also played a role, 
with a MeC-E survey showing that Lv- 
>ol users preferred the new package to 
the old because of its compactness, 
ease of handling and storase. 

The retailer also was con.-idered. 
For his convenience, shelf packages of 
L\ sol have been changed from paper 
bundle wrapping to chipboard con- 
tainers. The shelf carton is immedi- 
ately ready for price-marking after re- 
moval from the master shipper. It is 
open on top and price spots are up for 
quick handling in busy supermarkets 
and drug outlets. 

Merchandising is tough : '"It's tough 
to get merchandising help from local 
stations when you're buving network,'' 
says Goren. lie feels that "extra ef- 
fort" i> necessary, but that it pass off. 
As an example, Goren made a per- 
sonal call on a station during a recent 
trip. Result: a mailing piece on Lv- 
sol's new, pine-scented product, with 
tie-in to the local station, was prepared 
by the tv outlet and mailed to area re- 
tailers, wholesalers and buvers. 

L&F merchandises its tv participa- 
tion to consumers with point-of-pur- 
chase display material. Show changes 



the fabulous 





TV-TULSA covers 45 counties where . . . 

EFFECTIVE BUYING INCOME 
Totals $1,897,469,000.00* 

Oil-rich Tulsa and 31 Oklahoma counties in 
the "fabulous 45" account for half the state's 
EFFECTIVE BUYING INCOME- f/je half you can'f 
reacfi without TV-Tulsa. 

Kansas, Missouri and Arkansas counties are an 
added bonus to the rich Oklahoma market. 



you get the fabulous 45 
ONLY I with . . . . : 



'Soles Monogement s Survey 
of Buying Power 1957 



TULSA 

v 
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sometimes wreak havoc with this meth- 
od, however. The rerent switch from 
Bride and Groom to // Could be You 
outdated the existing point-of-purchase 
display program. 

Trade merchandising is judged by 
L&F as particularly important to a 
da) time tv sponsor. ''It may he just 
isolated instances, but I've found the 
retailers arc ven unaware of daytime 
tv and its effectiveness," says Coan. 
"They seem onh to be impressed by 
the nighttime shows they see them- 
selves." 

L&F combats this factor with heavy 
direct mail promotion of its tv pro- 
graming to the trade. "Lysol Grains," 
king-size mailers in a telegram format 
herald the tv advertising plans. Two- 
color promotion pieces and complete 
time and station schedules also are 
used. 

Tv participation also is merchan- 
dised heavily during Lysol's annual 
"Sick Room Needs Contest" in the 
trade. Four-page inserts in trade pub- 
lications give the details on the con- 
test, along with a rundown on L)sol 
advertising activities in which tv pro- 
graming is given prominent mention. 

In discussing merchandising as an 



element in media selection. Goren told 
SPONSOR, ''our policy is to take as 
much merchandising as we can get, 
and, all other things being equal, it 
can be a deciding factor in selection 
of a medium." 

Other L&F products: A line of de- 
odorants sold under the Etiquet label 
and Hinds Hone) and Almond cream 
also are marketed by the L&F Division 
of tahn & Fink Products Corp. Rolit, 
a '"roll-on" deodorant in the Etiquet 
line is slated for advertising introduc- 
tion soon by L&F. Media plans were 
not revealed. 

The Etiquet and Hinds products 
were all advertised on the Sliow of 
Shows and / Love Lucy programs, as 
well as in spot tv. Air media is not 
used for these products now because 
of budget limitations, but L&F indi- 
cated a return is being considered. 

Dorothy Gray and Tussy cosmetics 
are marketed by their respective divi- 
sions of Lehn & Fink Products Corp. 
Dorothy Gra) has a tv history as co- 
sponsor of / Love Lucy reruns. ^ 



JAMES VICARY 

(Continued from page 43) 



Q. Since s-p's are only a fraction of 
a second, how would such time be 
bought? 

A. An agency executive asked me 
that and agreed that this might be 
one way: First, the concept of buy- 
ing time would have to be replaced 
by a concept of buying impressions 
at x dollars each. The cost of each 
subliminal impression could be ar- 
rived at on the rate structure by 
drawing a curve from the cost of a 
minute commercial to the cost of the 
shortest and least expensive one (an 
I.D. or 10-second spot). Then ex- 
tend this curve through the fractional 
parts of a second to establish a base 
rate. To this would be added the 
profit and overhead necessary to 
meet the special s-p equipment cost 
and salaries of technicians. This 
would be the cost-per-projection. 

i). Might one product need more 
impressions than another? 
A. Yes. You'll recall in our re- 
leased movie test, popcorn outsold 
Coke. 

Q. And doesnt a lot of s-p effec- 
tiveness depend on the emotional set- 
ting? Mightn't a Coke frame dropped 
into a film of the Sahara Desert do 
better than one dropped into an un- 
derwater story? 

A. That's true. Context, or the 
showcase, is an important part of all 
advertising. 

Q. Could s-p be used in radio? 
A. High frequency experiments in 
sound have been done. We haven't 
done them, but our patent applica- 
tion covers radio. 

Q. Could s-p supplant present tv 
commercials? 

A. Except for the demonstration 
type commercial, yes. Actually, there 
is now an awareness of audience 
boredom with extant commercials. 
The subliminal projections would not 
interrupt a show and whatever time 
thev consumed would be taken off of 
chain breaks and regular commer- 
cials. Thus it would be possible to 
have almost uninterrupted program- 
ing with commercials being intro- 
duced subliminally. 

Q. What about viewer reaction? 
W ont an audience, already made 
suspect of advertising by such books 
as Hidden Persuaders, and 1984, feel 



RMSO-TV 

191,000 watts— 7,000 Feet UP 
covers 100 mile radius where 
40,000 homes receive 
only one TV Signal 

/ 18 OF TOP 20 
NETWORK 
SHOWS 
ASSURE 
CHOICE 
ADJACENCIES 




Talk to GILL - PERNA 
about . . . KCVO 
radio, 
too. 



MISSOULA, MONTANA 



what do you do next? How do you 
intend to sell it to television? 
A. We hope to become involved 
onlv to the extent of controlling the 
equipment and techniques. We want 
to license it out to some individual 
firm, and let them put it into opera- 
tion. 

Have you Iiad any nibbles? 
What about station and advertising 
interest? 

A. We've had a lot of inquiries. 
We've discussed it with top execu- 
tives of all three networks and with 
some managers of individual sta- 
tions. Right now we're in negotia- 
tion with several large client firms to 
assist them with advertising tests 
through s-p. 

Q. As subliminal projection ready 
for tv? Is the tachistiscope [high- 
speed flashing device) and other 
equipment ready? How much will 
the equipment cost? 
A. I don't want to discuss the 
equipment now inasmuch as it enters 
into the patents but its cost will be 
well within the reach of a station. 
As for whether it's readv to go, it is. 
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victimized if they believe they tire 
being exposed to invisible eommer- 
rials? 

A. We have iiu dewre t<> foist any- 
thing ui] an unsuspecting public. As 
we .sec it, the public would be fore- 
warned of an upcoming subliminal 
frnuu* by a small insignia Hich as 
"s-p" down in a lower romer of t lie 
screen. Ibis would mean that within 
the next couple of seconds they 
would get an "invisible commercial." 
If thev want to blink or turn away, 
they can. If necessary, an announce- 
ment could follow the program stat- 
ing, "In the past half hour yon have 
seen frames for the following prod- 
ucts: "Tide, Lucky Strikes, Toni." 
It could change the character of tv 
advertising. 

\). It lias been alleged that sublim- 
inal projection as a form of adver- 
tising is immoral? Is it immoral? 
A. There definitely is nothing im- 
moral about it. If a subliminal frame 
for beer is projected, and you're not 
a beer drinker, your threshold of con- 
sciousness will be so high it won't 
get through to \ou or make you 
thirsty. Subliminal projection can 
appeal only to those who already 
have an interest in the product or 
some desire to respond. The sublim- 
inal message actually is a weak one; 
it is a form of reminder advertising. 
The cumulative effect of reminder 
advertising is what pays off. Sub- 
liminal doesn't force you into any- 
thing, nor does it expose a viewer to 
60 seconds of hard sell. 

Q. Yet a lot of really responsible 
persons have called it immoral. Are 
you saying they're wrong? 
A. I know there are professors on 
campuses who feel it could interfere 
with "free will" but their reasons are 
invariably philosophical rather than 
psychological. I have seen no data 
to show this to be a dangerous proc- 
ess. If anyone can show nie a real 
danger, I'll be the first to let go of it. 

Q. All right, but is it legal? 
A. It's perfectly legal. You can't 
outlaw what already's here. We 
couldn't live without subliminal im- 
pressions. You're driving a car, 
looking straight ahead — yet you still 
have peripheral vision. You still 
"see" a child dart off the curb toward 
the side of your car. That's sub- 



rhnimd. From behind, von an- aware 
of a follow ing ear von didn't see il 
in the mirror, you didn't con»cioi]s|\ 
hear it vrt an almo-t inaudible 
whisper of tin** tipped \uu olT Mib- 
limiiialh that a ear i- behind von. 
Outdoor advertising those sj^ns \ on 
Hash b\ at 50 miles an hour \onr 
impressions of them are subliminal. 

O. That is subliminal perception. 
Hut what about the legality of sub- 
liminal pro jection ? 

A. Its legality eoiild le defended 
right up through the Niprcine Court 
under the Constitutional guarantee of 
freedom of the press. .^-projection is 
a whole new form of communication, 
a band of communication. \ou might 
say. comparable to FM which fol- 
lowed A.M. 

O. II hat about the political impli- 
cations, straying a voter's beliefs? 
A. I've said before that I want to 
see subliminal projection controlled. 
However, s-p would have little effect 
on switching a voter from one candi- 
date to another. 1 think it would 
help get a lot of voters out to the 
polls though. Through get-out-and- 
vote reminders. Actually, s-p could 



be \ci\ elTei the for all public sen - 
iee messages snih as "Diive care- 
fully." 

(n'tling bat h to polities, unuldn't 
it hair a \trong influent e on the un- 
decided ruler.' 1 

\. I'\e done political poll work v> ith 
(fallup. and I've nsnallv found that the 
"undecided voter" is not as "unde- 
cided" as he lets on. No, 1 <-ee, no 
danger of "i'X'.F' in subliminal pro- 
jection. 

O). litis subliminal pro fiction been 
tried on tr h\ urn one che? 
\. It was tried out as a psychologi- 
cal test in Kiijjland on a UI5C science 
panel show. During a strip of film 
demonstrating balance in ballet, a 
frame was injected with a four-word 
news item on it. Nothing \\;i> said 
about it until the end of the show, 
when psychologist Arthur Carratt told 
viewers that a news item had been 
slipped in. and asked anyone who had 
noticed anything to write in. They re- 
ceived 130 replies; 20 people had the 
message correct and l.'JO more had it 
nearlj ri<:ht. l>ut in a way it's too bad 
they went to recall: that made it a 
conscious thing. & 

just booted the 
'ole bonus, 

Smidley. 

1 Two more occounfs down the d'oin 

ond oil becouse you're just no* with the 
limes, Smid. To^e 1 his Coscode 
business Whot m heoven's nome is 
wrong wfh on exclusive TV morsel of 
over Hoi f o million — o btl'ion dollar 
morVel ond one of *he biggest buys in 
[he West" 5 So you overlook it ond 
the competition eots us olive m the 
Pacific Northwest 
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FROM OUR HALF MILE HIGH TOWER 




in the business 

WE LOOK INTO 
310,000 HOMES 

In Washington and British Columbia 

From our half-mile tower high atop 
Mt. Constitution, ond with maximum 
power, we bring the Northwestern 
viewers the finest CBS programming 
plus top film feotures from such 
Hollywood studios as 20th Century 
Fax, Warner Bros., United Artists, 
and Columbia. 

We've staked out our cloim in the 
richest per copita income section of 
America and Canoda. We've got a 
rich vein of ore thot winds through- 
out the Puget Sound area, ond 
reaches deep into the wealthy 
Mother-Lode of British Columbia. Let 
us swing our big pick for your prod- 
ct in the greot Northwest territory. 




Tv and radio 
NEWSMAKERS 




L 



Ted Cott, veteran executive of more than 
20 years in tv and radio, has been named 
vice president in charge of owned and 
operated tv/radio properties for National 
Telefilm Associates, Inc. He has been serv- 
ing as General Executive of NTA since 
joining the firm last June. In his new post, 
Cott will he in charge of all activities for 
NTA's 0 & 0 station. The broadcast execu- 
tive joined NTA after a two-and-a-half-year association with DuMont 
Broadcasting Corp., where he was vice president, general manager 
and a member of the board of directors. Prior to DuMont he was 
with NBC for five years. He was vice president and general manager 
of WRCA and WRCA-TV, and operating vice president of NBC's 
radio network. Cott also served seven years with WNEW, New York, 
where he helped pioneer the basic news and music radio concept 

Bonnie Dewes, onlv woman account ex- 
ecutive at D'Arcy, St. Louis, has been 
elected a vice president of the agency. 
She has been an employee of the company 
for 16 years, and did research and copy 
work before her assignment as account 
executive for the Laclede Gas Co. in 1953. 
Miss Dewes is a past president of the 
Women's Advertising Club of St. Louis 
and a member of the American Women in Radio and Tv. Two 
other newly elected v.p."s are Allan Clark and Walter A. Armbruster. 
Clark, who joined the copy staff in 1937, is the creative copy direc- 
tor for accounts handled bj the agency's St. Louis office. Arm- 
bruster, who has been closely associated with the Budweiser cam- 
paigns in all media, is the copy chief on locally handled accounts 
of the agency. He joined D'Arcy in 1938 as art files custodian. 

^» ' John M. Baldwin, a radio and television 

j0 j veteran, has been named operations mana- 

JP ger of WTCN and WTCN-TV, Minneap- 

™ " *~ olis-St. Paul. He was vice president and 

business manager of KDYL and KTVT, 
Salt Lake City, another Time Inc. station, 
prior to joining the Twin Cities operation. 
Baldwin is one of the original members of 
the Radio Pioneers Club, having entered 
the broadcasting field in 1922. From 1928 to 1944 he served as 
chief engineer for KDYL. He became vice president in charge of 
operations and engineering for the station in 1944 and in 1948 was 
instrumental in putting KTVT on the air. Baldwin is a senior mem- 
ber of the Radio Institute of Engineering and has authored a num- 
ber of technical articles. He is a 32nd Degree Mason and a Shriner. 
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that built a tower of dimes 




feet high ! 




On June 28 a hurricane slammed into 
the Louisiana coast and brought forcibly to 
hurricane-minded Floridians their danger 
should such a storm veer toward The Sun- 
shine State. 

Floridians wanted to know: "What 
causes hurricanes? How can we be warned?" 

WFLA-TV supplied the answers. Scien- 
tist Roger Early of the WFLA-TV staff, 
traced the development of hurricanes on 
three special shows. On each show, Early 
offered — for a dime — a map on which each 
viewer could trace the course of storms origi- 



nating in the Gulf or Atlantic. 

The result? 11,756 dimes poured into 
the WFLA-TV studio — enough, stacked flat, 
to build a tower 1,9 feet high — a dramatic 
demonstration of the s e 1 1 i n g - p o w e r of 
WFLA-TV ! 

So — if you want results as well as ratings 
— spot your product on the sales powerhouse 
of Florida's west coast— WFLA-TV ! 



Channel 8 — the RESULTS Channel! 

National Representatives — BLAIR-TV 
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The ad tax 

Decision of the Baltimore City Council to slap a tax on 
advertising will ha\e a constructive purpose in the end if . . . 

1. It server to unite the advertising profession in the con- 
viction that advertising needs a public relations program de- 
signed to make actions like these unacceptable to voters and 

2. It is defeated as a result of court action. 

A clean-cut defeat in the courts would keep other cities 
from trying to follow Baltimore. This seems inevitable ulti- 
mately. For the tax is nothing more or less than unwar- 
ranted discrimination against one of the services necessary 
for marketing products. 

But unless advertising learns from this experience tliat it 
is still vulnerable to public attack — and does something 
about it — attacks in other forms will continue. The flood of 
novels attacking tv and admen, the jibes about crass stand- 
ards in television; the general attitude persisting in some 
influential circles that advertising is of little value to the 
community — these must all be countered before someone 
thinks of a new form of discriminatory action. 

Broadcast Pioneers 

About the first of the year, when the NARTB changes its 
name to NAB, the Radio Pioneers will switch to Broadcast 
Pioneers. 

The new designation is a reflection of the new tempo of 
the organization. Under the active leadership of John Patt, 
president of WJR and the Radio Pioneers, the following proj- 
ects are underway: (1) creation of a historical radio and tv 
museum; (2) plans for a Salute to Hollywood at the annual 
meeting in Los Angeles 29 April during the NAB convention; 
(3) enlargement of the scope of the historical committee to 
include a possible exhibit on station anniversaries at the 
convention; (4) review by two committees of past presidents 
of scholarship aid in communications for young people and 
a fund to assist deserving Pioneers who are in need of medical 
or physical help; and (5) an intensive membership drive 
under the chairmanship of Sol Taishoff. 




this WE fight FOR: The tide against fee 
tv may be turning; ive see many signs the con- 
sumer press has recognized the danger. Tv sta- 
tions can do the most powerful education job 
of all through editorials and forum shows. 



lO-SECOND SPOTS 

An udder slide-rule: Bob McAn- 
drews of KBIG, Hollywood, reports 
that the National Association of Tv 
& Radio Farm Directors came up with 
a farm advertiser who estimates on 
cows-per-1.000, with a good current 
spot buy delivering 12,178 cows-per- 
dollar. Says McAndrews, "Any good 
station promotion man can make that 
figure look better by expressing it as 
48,712 faucets-per-dollar. 

Clubby: Circulation Associates of 
New York, which set up the Society 
for the Suppression of People Who 
Will Not Help Push When Going 
Through Revolving Doors, has now 
come up with a companionate club: 
Society For the Suppression of People 
Who Peek into Medicine Cabinets in 
Strange Bathrooms. 

Tea, anyone? When British tv star 
Donald Gray recently visited WBUF, 
Buffalo, the traditional press cocktail 
party was supplanted by a tea party. 
Sounds more like Boston than Buffalo. 

If-we-were-an-agency-dept.: Ac- 
counts we'd love to have as clients: 
Bubble Up Corp., Hotcan Corp.. Here's 
How Inc., Gay Co., Partlow Corp., 
Pride Inc., Bomber Bait Co., Bachelor's 
Friend Hosiery Co., Chilean Iodine 
Educational Bureau. 

Say it with music: Jim Jordan and 
Jack Atherton have just published the 
ABC network promotional song called 
"We've Got Everything" with 14 ad- 
ditional lyrics by Page Heldenbrand. 
In it, just about every ABC star is 
mentioned from Welk to Rin Tin Tin. 
W e'U toss in one more lyric — Happy 
days with OUie Treyz. 

Repartee: When visiting French disk 
jockey Jean Fountaine told the staff 
at Cleveland station WERE that in 
France, with radio controlled by the 
government, one didn't have to worry 
about sponsors changing, WERE staf- 
fer Phil McLean commented, "No, just 
governments." 

Misery of choice: KFI, Los Angeles, 
that burglars recently broke into the 
Wilshire Blvd. offices of Milton Carson 
Co., stole a portable radio but left 
behind a brand new portable tv. May- 
be they prefer music and news to all 
those crime shows on tv. 
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Boston 
watches 




4 . . . much more ! 



om sign-on to sign-off, Sunday through Sat- 
day. Boston viewers watch WBZ-TV more 
an all other stations beamed into the area 
mbined! 

ie latest ARB figures* show that WBZ-TV 
'Ids a 51% share of the audience . . . right 
rough the week! Boston's second station 
ores 45%. All others add up to 4%. 



take a look at these ratings: 

Highest-rated news-"llth Hour News"- 
reaches 23.4% 

Highest-rated film show— "Pleasure 

Playhouse" (Sun 5:. 10-6:. 10) -hit 22.8% 

Highest-rated syndicated film show— a big 
28.1% 

Highest-rated early evening film show— 
"Boston Movietime"— 19.5% 



nd when it comes to individual shows, just 

All of which proves, in Boston, no selling campaign is complete 



RB-Oclobcr 19.-.7 



without the WBC station 



WESTINGHOUSE 
BROADCASTING 
COMPANY, INC. 




to o 

BOSTON. .12 
PITTSBURGH. ic< « 
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FORT WAYNE. «o*o 
CHICAGO. * vo 
PORTLAND. ■(■ 
rnrv i ox 
BOSTON. «u r» 
BALTIMORE. »u rv 
PITTSBURGH, rc.f« u 
CLEVELAND. ir« rv 
SAN FRANCISCO. ' 
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NEW 



General Electric 

Broadcasting 
Center 




NEW 



Ultro modern radio control facilities 
ond studio design keep pace with 
modern broadcosting techniques. 




NEW 



Hoiled by engineers os the "best 
equipped TV station in the world," 
WRGB has most modern color focilities. 



Better Service for the 
People of Three States 

Pioneers in radio and television broadcasting, 
WGY and WRGB have through the years served 
the people of Eastern New York, Vermont, and 
Western Massachusetts. 

WGY first put voices and music into the air 
in 1922, and as far back as 1928 WRGB was 
doing experimental live remotes, such as Gov. 
Al Smith accepting his nomination for President 
on the steps of the state capital in Albany. In 
1947 WRGB continued to pioneer, becoming 
one of the first commercial TV stations. 

In the ensuing years these stations have paced 
the broadcasting industry. General Electric's 
faith in broadcasting's future is the magnificent 
new home of WGY and WRGB in Schenectady, 
N.Y. The finest facilities of modern broadcast- 
ing are now coupled with the wisdom of experi- 
ence to serve the advertisers using these stations. 



WGY WRGB 



evision 



810 ON YOUR DIAL 



CHANNEL 6 



